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PATENTED 


Backed by effective advertising in 
leading Class and Mass Consumer 
Weeklies and Monthlies, the No. 66 
Retail File Display Unit IS GOING 
OVER BIG! 

Get Your Retail Unit Working For You 
Now — Ask Your Hardware Whole- 


saler! Nicholson File Company, 
Providence, R. I., U. S. A. A FILE FOR EVERY PURPOSE 








Editorial Index s Page 25 

















/W JOHNSTOWN OK’S 3-POINT SYSTEN 
$ WAR SIDETRACKS CARS OF BRISTI 
NEW BRUSH SALESMAN READY TO Gj 








WOOSTER 
| aA 





NEW DIME-TO-DOLLAR-TEN VENDER — Here’s the 
newest member of a family of ten Wooster Variety Venders. 
Features 12 popular size brushes from Wooster’s 3-Point 
line, retailing from ten cents to a dollar-ten. One of these 
Variety Venders, plus the Counter Sampler and Swinging 
Sampler, make up Wooster’s 3-Point Merchandising System 
for scientific brush selling. New No. 10 Variety Vender 
shown priced to dealers at $17.15. 
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FOUR WOOSTER BOOSTERS—F.J. Wass, paint department manager of the Swank 
Hardware Company, Johnstown, Pa., a real Wooster booster, is snapped with three other 
Wooster sales boosters, the Variety Vender (left), Swinging Sampler (center) and Counter 
Sampler (right). Wass states Wooster Brushes have more than doubled his brush business. 
He credits Wooster’s 3-point Merchandising System, a condensed but complete line ot 
26 scientifically selected brushes, as one reason for Wooster’s profitable, fast selling record. 





NO TIN UNDER LEATHER — Wooster’s skilled craftsmen 
put no hidden tin ferrules on their leather-bound brushes. 
These “100°, honest leather’’ Woosters have greater 
bristle elasticity, work better, wear longer. Wooster’s ex- 
clusive solid-center construction gives an extra full bristle 
stock that holds more paint per dip and spreads it more 
evenly. If it's worth painting, it’s worth a Wooster Brush! 


THE WOOSTER 3-POINT 
MERCHANDISING SYSTEM...FOR SELLING 









CAPTURED DEPOT Jap troop and supply trains now rumble through Chinese stations 
from which Wooster once shipped its bristle. Thousands of coolies formerly employed in 
the bristle-dressing centers have retreated with Chinese armies into the interior. War is 
war, and brushmakers using Chinese bristle face serious shortages. Wooster agents, how- 
ever, have kept supplies moving through to the Wooster factory to maintain Wooster quality. 















THE WOOST BRUSH COMPANY REMEMBER NATIONAL HARDWARE WEEK~+ MAY 9th TO MAY 14th 19! 


GET THOSE EX/RA 


SPRING PROFITS 


SELL THESE YALE MODELS MEET THE 
NEEDS OF YOUR TRADE, BOTH 


=~VWA E -- IN PRICE AND UTILITY 


SCREEN DOOR 
CLOSERS 


Your first step is to put in a stock of 
all three YALE models. They are the 
finest values you can offer. 

But don’t stop there. Make a win- 
dow display of them. Show them to 
customers. Tell your clerks to make 
it a point to recommend them at 
every opportunity. 








: People| hate slamming screen MODEL 570. This is a liquid type closer for 
eI doors. Show them how to stop that screen doors (and other light doors within the 
home). It is built to the same high standards 
. nuisance. A little effort will be well of quality as are the larger YALE Door Closers 
rewarded. used in many of the country’s finest buildings. 
GET READY NOW Suggested retail price . . . . . . $4.50 


MODEL 506. Spring-pneumatic type, 
operated by visible coil spring. The tube 
is of seamless brass and the piston has a 
heavy steel washer which prevents the 
leather washer from getting out of posi- 
tion. It is a strong, durable .closer, ex- 
ceptional value at its suggested retail 
OES bs ss es & > ee 


MODEL 504. The power is provided by 
a compression spring contained in the 
cylinder which is made of seamless brass. 
It is simply and durably constructed and 
the suggested retail price is only $1.25 





SEE YOUR JOBBER OR WRITE TO US DIRECT 
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STANLEY Track and Hangers 





OF DOORS UP TO 1000 POUNDS 


Stanley Hangers in Stanley Track roll the heaviest doors so 
easily a child can operate them. The hangers, made frictionless 
with ball bearing swivels and roller bearing wheels, coast quietly 
and smoothly — permanently care-free through the weather-pro- 
tected, dirt-shielded track. 

The track sections, formed on a mammoth precision die, are as 
uniform and straight as the die itself. Stanley ‘“Hold-Fast”’ Track 
Clamps bind the sections together tightly and virtually into a 
single piece of track, any length. 

Three sizes fill the requirements of all sliding doors up to 1000 
pounds. Two-way adjusting nut gives exact fit to any door. Send 
for catalog 38 describing Stanley’s complete line of sliding 
door hardware. The Stanley Works, New Britain, Connecticut. 
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HARDWARE FOR CAREFREE DOOR §S 
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HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE CO. 
WILKES-BARRE PENNSYLVANIA 


WE STILL MAINTAIN OUR ORIGINAL POLICY OF SELLING THESE TAPES THROUGH LEGITIMATE WHOLESALERS ONLY 
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A GREAT PRODUCT—A GREAT PACKAGE AND A 
GREAT PROMOTION CAMPAIGN TO 


CRACK FILLER may be an old story to you, Mr. Dealer... but 
there’s a lot of fresh, thrifty news in it to Mr. and Mrs. Public, 
U.S. A. News that Schalk proposes to tell in advertisements 
that sing out and sell! Here is a highly useful product; put up 
in a highly alluring package; and advertised in highly dra- 
matic fashion in such outstanding magazines as The Saturday 
Evening Post, Better Homes & Gardens, Good Housekeeping, 
American Home. What's more, the 10¢ (5 ounce) carton arrives, 
rarin’ to go, in the smartest knock-down display basket that 
ever graced your counter. That’s why we say: fill up on Crack 
Filler! Schalk Chemical Company, Los Angeles and Chicago. 
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Kitchen Modernization Movement 


Sweeping Millions of Rural Homes... 
Bankable Profits Await You NOW with... 


PERFECTION 


RANGES and STOVES 


@ Look at your rural customers today! 





They are “in the money.” Pressing debts are now generally 
liquidated. Most farmers are caught up in replacement of 
machinery and equipment. Next in line is kitchen moderni- 


zation ...a movement which logically starts with the cookstove. 


Already, it is under way. Perfection potential stove and range customers 


dealers are in the key position . . . using and praising the lines you sell. 


for more than 50% of all homes in No other appliances of any kind ever 


this country burning liquid fuel for had such acceptance . . . such a head 


cooking use Perfection-made stoves start to new sales sure to come from 


d modernization. And remember that 
and ranges. 
Perfection gives you a full line of 
models for every purse and purpose. 


But that is not all! 


Dominant Leadership 
Think of having over half of your 


THE BEST WAY TO COOK IS WITH OIL ° 


THE BEST OIL STOVE 


“We are going to sell more 
Perfection Ranges in 1938. 
The Perfection line is the most 
profitable line in our store.” 
TYPICAL OF WHAT HUNDREDS 
OF PERFECTION DEALERS SAY 


REE S 


Dominant Advertising 
Biggest advertising program in the oil 
range industry is now being released. 
Over 72,000,000 messages in national. 
sectional and state farm papers! Dealers 
promotion plan includes every selling 


aid known to produce sales. 


Bankable Profits Can Be Yours 


The Perfection line, so widely used. 
backed by such extensive advertising 
produces profits you can put in the bank. 
There is no high selling cost, high service 
cost, or returned merchandise to eat into 
the money you realize on Perfection- 
made lines. Decide now to make bankable 
profits in 1938 by selling more Perfec- 
tion-made oil stoves and ranges. Wire or 


write for details today. 


IS PERFECTION 


HARDWARE AGE 
































PERFECTION STOVE COMPANY 


7932-A Platt Ave., Cleveland, Ohio 


Oil Stoves and Ranges * Oil Burning Water Heaters G 
Oil Burning Refrigerators * Oil Burning Space Heaters 


Room Heaters * Oil Burning Warm Air Conditioner 
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GIVE YOU 


EXTRA 
SELLING 
POINTS! 


ONE-HAND PORTABILITY 


The mixer slides off the stand with 
one hand —there is nothing to re- 
lease or detach. You can take it 
anywhere—mix in any bowl or pan. 


ONE-HAND OPERATION 


The speed control switch is located 
so it can be operated with the | 
thumb of the same hand that holds 
the mixer—leaving the other hand 
entirely free. 


BOWL CONTROL 


The bowl revolves automatically— 
and can be shifted while mixing 
by use of a simple lever, to prevent 
the mixture from piling up. 
Assures thorough mixing. 


4 


ONE-PIECE BEATERS 


Full-depth double beaters are in 
one unit. They are attached by a 
single thumb screw —and can be 
detached and cleaned without soil- 
ing the hands. 


You're never lost for words when selling the Hamilton 
Beach Food Mixer. In addition to its full power at all 
speeds, wide speed range and modern design, the Hamil- 


ton Beach has 4 plus features—extra advantages for 
greater cooking convenience. That means extra selling 
points for you—each easily demonstrated—all helping 
you to make quick, sure sales. Emphasize these 


a features. Show every customer how much more she gets 


with a Hamilton Beach at no added cost. 


WE’RE TELLING 9,000,000 HOUSEWIVES 


Women are learning about the 4 plus features even 
before they enter your store. We’re sending millions 
of messages into their homes through the widely read 
rotogravure section of Sunday newspapers. Each 
message tells them about the advantages of these 
special Hamilton Beach features—urges them to ask 
for a demonstration at your store. 


POWERFUL SALES HELPS FURNISHED FREE 
For the dealer we supply an impressive assembly of 
tie-up material—appealing window and counter dis- 
plays, folders, mailing cards and newspaper mats— 
all free on request. For downright customer satisfac- 
tion, easier sales and bigger food mixer profits, put 
your effort behind the Hamilton Beach. Your whole- 
saler will supply you. Write to us for free dealer helps. 


HAMILTON BEACH COMPANY, RACINE, WIS. 


Division of Scovill Manufacturing Co. 


EACH 


FooDp MIXER 
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“YANKEE: 


MERCHANDISERS 


Nationally Advertised PY m a k e 
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“YANKEE” New MERCHANDISERS “ 
No. 90... No. 95 In 4/; Dozens a, 


“YANKEE” SCREW- DRIVERS known Weight per Dozen Screw-Drivers 
the world over fav Male superior quality. Packed Four in a Box with Merchandiser 
THEY STAND ABUSE 1%" ~ - Pn 5” e 
a a a nn Ce 
Individually tested blades — will not No. 90 134 Ibs. 134 lbs. 2’ lbs. 334 Ibs. 4\bs. 51% lbs. 


twist or break—cannot loosen in handle. 


NORTH BROS. MFG. CO., PHILADELPHIA 


1% lbs. 2 Ibs. 2 lbs. 2% |bs. 2% lbs. 
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PACKED FOR QUICK SALES IN 


“YANKEE 


MERCHANDISERS 


EASILY SEEN IS EASILY SOLD 
Offer handy reminder service to your cus- 
tomers and they are quick to respond. 
Famous ‘‘Yankee’”’ Screw-Drivers are Strictly 
Hardware Store Items...NOT SOLD TO 
CHAIN STORES OR MAIL ORDER HOUSES 


“Yankee” Merchandisers, — supplied by 
your jobber at no extra cost, will be stand- 
ard packing in following blade lengths: 
No. 90—1'2, 2, 3, 4, 5, 6 in. 
No. 95—2'4, 342, 44%, 5%, 6¥2in. 


Regular 1% dozen packing Nos. 90 
and 95 in all sizes will be continued. 


No. 90—15 Sizes, 14% to 30 in. 
No. 95—11 Sizes, 242 to 151% in. 
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THE MOST STARTLING ARRAY 
| OF NEW GUN FEATURES EVER OFFERED 


HX a accunact NEW a wTERNAL _ 















.22 Cal. Tubular 
Repeater ~ 


4 $ 1 as 0 scope ‘nternal Adjustment 
3 Scope 5M4 
$ 5- 45 
Copyright 1938 


O. F. Mossberg & Sons, Inc. 
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The Mossbergs offer you a profitable 1938 with 


Seay Gatien THE LIVEST FIREARMS LINE TODAY 


Outdoor Life 





Field & Stream We have been told there is a “recession” in general business. What do they 
Sports Afield mean, “recession”? For the past 10 years, downright good merchandise 
National Spor: tsman . that offered more for the money has caused our business to flourish “like 
Hunting & Fishing the green bay tree” whether the economists were talking recession, depres- 


American Rifleman 
Open Road for Boys 
Boy’s Life 

American Boy 

A consistent, month 
after month, schedule 


sion or nonsense. In the new 1938 Mossberg rifles and scope sights you'll 
find the greatest advances and improvements we have ever offered the 
American sportsman. They are our answer to the present “recession” — 
if any. We’re mighty proud of our new line because it means good business 
for dealers, more enjoyment for the shooting fraternity. 





We get thousands of di- Above are shown a few and here are some more of the new features in 


rect hot consumer leads. the “selling-est” rifles and scopes the Mossbergs ever presented — 

Mossberg dealers should A brand new .22 (Model 26B — retailing at $6.15) with 26-inch barrel 
send in their names to us and new, safest-in-the-world action — the only automatic range finder scope 
so we can refer leads to (Model RF-1 — retailing at $10.45) — new ramp and open sights, selec- 


ies . tive leafs and screw adjustments — micrometer click adjustment peep sight 
— and, of course, the famous Mossberg true left-handed rifles. 















And remember, every last one of them is priced for volume sales. No 
museum pieces here. Order merchandise through your distributor at once and 
protect yourself on delivery. Use the coupon for other Mossberg material. 
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Sipe 
This counter card, with con- ap peoonenyreny 

a: 3 » Inc. 
sumer ad and YOUR NAME 2019 Greene Street, New Haven, Conn. 





Please send me the following Mossberg material: 
== € lete 1938 Catal 


Pp 


ON IT, és yours for the asking. 
USE COUPON. 











—— Free counter card display 


—— Place us on list to receive direct consumer leads 


0.F. MOSSBERG & SONS, inc. iii : 


Greene Street, New Haven, Conn. City State 
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Talk about business. Here’s a timely tip 
from Myers—join with Myers and take full 
advantage of the Myers 1938 Water System 
Sales Campaign to sell running water to 
suburban and rural markets. 


Myers is putting over the story in a big way 
this year. Power lines are spreading in 
every direction. Old lines are being im- 
proved and extended. New markets are 
opening up in hundreds of localities. Old 


MYERS q 


me Wika system 
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PUMOS WATER SYSTEMS ‘May TOOLS COOR MANGERS 








markets continue to hold thousands of 
prospects for running water. 


With the completeness of the Myers line, 
its high quality standards, its wide accep- 
tance throughout the country—supported 
by extensive national advertising and fa- 
vorable prices, we have a lot of help to 
offer dealers for increased business and 
profits during 1938. 


Write or wire us for catalog and details. 


=, 


. THE F,E. MYERS & BRO. CO.  asniana, onio 
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This NEW 1938 General Electric 
range is completely modern—with 
many exclusive General Electric 


features. It’s new in brilliantly 
beautiful styling! New in auto- 
matic features! New in economy 
features! New in downright dollar- 
for-dollar value! And it will give 
a big boost to electric cookery. 





TEL-A-COOK LIGHTS. Instantly inform 
when and where the current is on, and 
indicate the degree of heat being applied. 

his signal saves current by visible 
warning if switch is carelessly left on. 
A new and exclusive G-E feature. 





SELECT-A-SPEED Calrod Cooking Unit. 
Five cooking heats from one unit, with 
one switch! Hi-Speed, Half-Speed, 


Quarter-Speed for normal needs; 


Thrift-Speed for simmering; and for 
keeping food warm, alow Warm-Speed. 











TRIPL-OVEN. Three-ovens-in-one. Small 
Speed Oven for single-shelf cooking ; 
pre-heats faster an eatly decreases 
amount of current used. Master Oven of 
extra large capacity. Super-Broiler with 
greater flexibility in speed and capacity. 
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ONE OF SIX NEW 1938 G-E MODELS 


HE spectacular 1938 G-E Chancellor 

Range shown above is NEWS. Bigger 
NEWS is the announcement of five other 
brand new General Electric models of ad- 
vanced design and appointments. Many 
of the following features will be found 
in all new models: 
Tel-A-Cook Lights. Select-A-Speed Calrod Cook- 
ing Unit. Tripl-Oven. Porcelain Unitop. No-Stain 
Vent and Oven Moisture Control. Adjustable 
Non-Tip Sliding Shelves. Automatic Interior Oven 
Light. Automatic Oven Timer. Built-in Minute 
Minder Chime. Generous Sized Thrift Cooker. 
Electrically Welded Steel Bodies. Large Storage 
and Warming Compartment. 


Models and prices for practically all in- 
come groups—cracking good sales promo- 
tion and national advertising support— 
liberal finance plans—plus public confi- 
dence in the General Electric name—round 


out a range sales opportunity you should 
investigate! Get aboard the Mainline and 
go places with General Electric in 1938! 
See the General Electric distributor today. 
Division, 


General Electric C . & laity 
Nela Park, Cleveland, Ohio 











MAINLINE 





- S., 
G-E Refrigerators, Ranges, Electric Sink with Dish- 
washer and Disposall, Water Heaters, Washers, lroners, 
also ‘‘Packaged"’ Commercial Refrigeration Products. 


THE COMPLETE LINE OF ELECTRICAL HOME APPLIANCES 

every one proved by performance, tested by 

time. Backed by 60 years of electrical manufactur- 

ing experience. ‘“‘“Go-to-Town”’ on the Mainline in 
1938! It’s another G-E year. 























Necessities fr Gracious Living 


t-, 
THERMOS’ «BEST ELECTRICAL 


VACUUM BOTTLES | APPLIANCES 









{ _ ee / a % ] | , 
IT PAYS TO F EAT U & E - al yum bottles with Atherlite 


ck 
Left—No 37 Square-Ovel oot bottles with red and bla 
waar sot ine. 


ne _No. 34A ‘ : 
THERMOS BR A N D VAC U U M WA R E cope. Con rR ie oe Practical He ne 


@ A man is judged by the company he keeps. A store 










is judged by the merchandise it offers for sale. 
Customer confidence is built by display of recog- 
nized, leading brands. And, in vacuum ware, there is 


one standard—one widely known brand—and that is 











Thermos. The ONLY Thermos! -_—- Fa ee ' "pack with stipe- Populor 
s . Cup bottles. ne. Atherlite Cv’ 
It will to k r Th li ti BOVE... Lett—No. 7 Aumann Ridged Chromium ting 
will pay you to keep you permos line Out in a priced . -« Right—No. & the lips. Displays and sel 
—Cc 


prominent location, where all who enter may see. Its 





Take advantage of this offer... 
bottle and display free with 
eleven . . . see your wholesaler. 


THERMDs 
> 


PACKAGE No. 3833 


BUY 
11 No. 34A (Pint) Bottles—Retail 
value, $1.19 each 

and get FREE... 

1 No. 7 (Pint) Bottle—Retail, 98c 
1 Colorful Counter Piece for dis- 
playing pint bottle. 
OFFER CLOSES MAY 1, 1938 (Stated capacities are approximate) 


beauty will attract attention—make sales automatically. 


Tie up with Thermos—the long-time leader. 


~THERMDS 


TRADE MARK REG. U. S. PAT. OFFICE 





Not all vacuum bottles are “Thermos” Bottles. Look for 
the registered trade-mark “Thermos” on the bottom. 









THE AMERICAN THERMOS BOTTLE CO., NORWICH, CONN. 
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As sure as there are pockets in your pants... 


U.S. SECURITY 
FRICTION TAPE 


«WILL HELP YOU POCKET PROFITS! 


It sells fast, and it stays sold — 













Security, the quality tape that lives 
up to its name, winning new cus- 
tomers and keeping old. Tape up 
your profits with Security — order 


a supply from your jobber today. 





fA 


[fF 
> SECURITY 


BEYOND PRICE AND SPECIFICATIONS 
Sg MEANS SALES BEYOND YOUR EXPECTATIONS 


yg Bs. States Rubber Company | * 
17 


Tune in on 


Ben Bernie, Columbia 
Broadcasting System, 
Wednesday Evenings, on 
the U.S. Rubber Royal 
Master Tire Program with 
an all-star cast.9:30E.S.T., 
8:30 C.S.T., 7:30 M.S.T., 
6:30 P.S.T. 


‘ 
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United States Rubber Products, Inc., 1790 Broadway, New York, N. Y. 


ALSO U.S. ELECTRICAL WIRES AND CABLES, LINEMEN’S BLANKETS, SWITCHBOARD MATTING 
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must INCREASE 


Your Rope Sales 25% or 


COST YOU NOTHING! 


Many dealers report that the Plymouth SALES- 
MAKER has actually doubled their rope sales! 
Suppose the increase in your store were only 25% 
—that would be a nice piece of additional busi- 
ness. And that is guaranteed you! If the SALES- 
MAKER, over a stipulated period, doesn’t boost 
your rope sales at least 25%, the full price—$7.50 
—will be returned to you. You have all to win, 
nothing to lose. 


A Complete Rope Department 
in Less than 4 Square Feet 


The Sales-Maker has everything it takes to sell 
more rope and reduce sales effort. It’s a powerful, 
attractive display ... sells a greater variety of sizes 

. saves time and trouble in handling . . . pro- 
motes the easy rope-by-the-foot plan of selling. 


NOW made for Stores With 
or Without Basements 


Originated by the Plymouth Cordage Company 
(Patents No. 2038781 & No. 2091177) the Sales- 
Maker is now designed both for stores where rope 
is stocked in the basement and brought up through 
holes in the floor, or where rope is stocked on the 
same floor with the display. With the basement 
storage type, twelve different sizes of rope “— be 
compellingly displayed at one time—on a floor 
space of only 34 by 16 inches. 


Order YOUR Sales-Maker—on the Plym- 
outh money-back guarantee—through your 
Plymouth Rope jobber. SPECIFY whether 
you want model for BASEMENT rope 
storage or SALES FLOOR storage. 

ROPE METER—No more “wres- 
tling’’ with rope on the floor. All 
you do is pull the rope through the 
wheels of the Measuring Device. It 
automatically records the number 
of feet of rope which pass between 
the measuring wheels. This reduces 
selling time to a minimum. An 
additional feature is the V-shaped 
Knife with Safety Guard which cuts 
the rope at the exact length desired. 


BEYMOUTA ¢ 





_ aa MAKER 






























PLYMOUTH CORDAGE COMPANY 


North Plymouth, Massachusetts and Welland, Canada 
Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago. Cleveland, 


Sean Francisco, New Orleans 
> 
< Py 
Z 
* 
, 
4 4 
h 5 
4" oS 


HARDWARE AGE 


AQ yon Cite hiuthl 








4 


§ 








( 








‘ee LL LAST, ALE RIGHT .~ 


—My American Fence has 
stood for Thirty Years” : 





HOW NEW PATENTED PROCESS GIVES 
3-WAY PROTECTION AGAINST RUST 


Wire core of full content 
copper-bearing steel. This 
resists rust. 

A zinc-iron alloy which 
forms a tight chemical 
bond between the zinc 
and the steel. lhe zinc is 
fused with the steel, not 
just pla.ed on. This alloy 
resists rust. 

Heavy outer coating of 
uniformly applied com- 
mercially pure zinc. No 
air holes or “bubbles” 
which permit rust to workin, 


OU don’t have to argue about long life when you sell 
American Fence. Your customers know that it gives 
long service. Their experience with its rust resistance and 
stability for several decades has established it as America’s 
favorite farm fence. Now, the new U-S-S American Long- 
Life Wire assures them still longer life. And with the help 
of the printed guarantee on each roll, you can show your 
customers that we are willing to back up our claims for 
this new fence. 
Your customers’ preference for U-S:S American Fence 


tee 
| 





is important to you. It helps you sell fence, and other 


goods, too. Farmers recognize you as a dealer in reliable 
products when you sell American. For American lives up 
to the guarantee. It resists rust. It stays firm. It lasts. It 
sells. That’s why this fence is the favorite of so many 
dealers, too. 

U-S-S American Wire Products for the farm are avail- 
able for prompt shipment from our mills and warehouses 
and from nearby jobbing stocks. Write us direct or see 
your jobber. 


U-S-S AMERICAN FENCE 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham, Ala. 
COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Products Company. New York, Export Distributors 


























| COOL AND SOOTHE 


(ln HOT WEATHER NERUY 
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NEW FANS! NEW PLANS! 





Here is the big fan news of 1938 . . . the amazing new General 

Electric Super-Quiet Fans, equipped with revolutionary, new 

G-E Vortalex Blades! THE NEW 

These blades provide greater air movement and quieter operation 1938 G-E FAN 
because they are scientifically shaped and pitched so that PORTFOLIO 


every bit of blade surface works with maximum efficiency! And 
they are an exclusive G-E development! Contains complete details concerning 
Tie in with G-E FANS for 1938 and participate in the profits General Electric's new fans and new 
that General Electric Fan Dealers will enjoy! You'll have four 
lines of fans—Super-Quiet, Quiet, Standard and Junior—a line 
to meet every demand—and brilliant new sales and advertising local G-E Fan Distributor has a 
helps featuring a brand new “HOT WEATHER NERVES” 


consumer approach! 


plans for 1938. The salesman of your 


copy. Ask to see it! Appliance and 


' ony , Merchandise Department, General 
Ask your General Electric Fan Distributor's Salesman for P on. 





complete details. You'll profit by it! Electric Company, Bridgeport, Conn. 
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SALES MAKER DISPLAY CARTON BUILDS DEALER PROFITS 


ORDER FROM YOUR JOBBER 





To our line of dealer promotional material, which 
preted Ube (-S-e bbq -Yoi ab set- 01GB 0) (-lo1-- Pol 1¢-V lore MB os-To(--E-beTol 


special counter cases, has been added a new 
item, The Sales Maker Display Carton for 
oilers. It is revolutionary in design, and is gain- 


ing widespread popularity. The new Sales 
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“NO. 32 OILER DISPLAY 


NO. 32 OILER DISPLAY 


THE POPULAR SIZE—SELLS EVERYWHERE 


One Dozen No. 32 Copper Plated Oilers 
¥, Pint Capacity, with 3 Inch Straight Spouts 


Complete in Sales Maker Display Carton . . (List price) $1.20 


EAGLE OILERS FOR EASY OILING 






Maker Display requires one-third less space as 


foresee} of-ba-re MCoMe) Co Migs (-Mellj)C hoa Ejhe tit baet-tatte-) 
and it has the added advantage of showing its 
entire contents at all times, from every angle. 

Give this attractive, new Sales Maker 


Display a chance to make sales for you. 


NO. 1937 OILER DISPLAY 
Complete $6.00 


Stand is 24 Inches Wide by 30 Inches High 


Display consists of 12 Oilers, 2 ‘“‘C’’ Clips and 
Stand. 


Retail Value $10.95 
Dealer's Cost 


Dealer's Margin................... §$ 498 


PACKED ONE DISPLAY INA 
SHIPPING CARTON, WT. 16 LB. 


NEW MIDGET ASSORTMENT 


appseam Lc nA einen 


Copper Plated Steel Oilers 
THE HANDY HOUSEHOLD SIZE 


‘EAGLE 
MIDCET OILERS 


é 


95 
NEW MIDGET ASSORTMENT 


%, Dozen No. 254C Oilers, % ounce capacity 
with 414 inch spouts. 


¥, Dozen No. 274C Oilers, 1 ounce capacity with 
4’, inch spouts. 


Complete in Sales Maker Display Carton . . (List price) $1.20 


EAGLE MANUFACTURING COMPANY WELLSBURG, W. VA | 




















SALES MAKER DISPLAY OPENS LIKE A BOOK... 


_. . 1S EASILY AND QUICKLY SET UP 


ORDER FROM YOUR 






book and is set up in a moment without re- 
arranging or unwrapping the oilers which it 
contains. All the Oilers are in place when the 


carton is packed for shipment. The bottom of 


the box is scored and acts as a hinge. 


The Sales Maker Display isa silent salesman 


ASSORTMENT 





ECONOMY 


\ FLEXIBLE SPOUT 
HYDRAULIC PUMP OILERS 


g& FOR THOSE HARD-TO-REACH PLACES 


High-grade Asbestos Lined Flexible 
Steel Tubing, Ball Valves, Detachable 
Spout, Coppered Finish 


/ Designed to reach places that cannot be 
r reached with a rigid spout pump oiler. 





New welded steel sleeve type bent spout 
tips. Ideal for Machine Shop and Factory 
use. Recommended for Lubricating Shock 
Absorbers, Hydraulic Brakes and for Cars 
having Enclosed Knee Action Equipment. 


Capacity, pints ... % 1 
List Price, per doz. . . 18.00 23.00 
Packed one-half dozen in a carton 





EAGLE 


The Sales Maker Display Carton opens like a 


MANUFACTURING 





JOBBER 


Give this attractive, new Sales Maker 


Display a chance to make sales for you. 


RAINBOW DISPLAY 


of IMPROVED Hydraulic Pump Oilers 


Detachable Welded Steel Spouts; Ball Valves; Machined and 
Ground Brass Plunger; all Pump Parts Removable and Re- 
newable. Body of Can fits in receptacles or holders on all 
harvesting and farm machinery. 

Display contains: One-half dozen Improved Hydraulic 
Pump Oilers, 34 pint capacity, 6 inch bent spouts. Bodies 
enameled red, green and blue in equal quantities. Handles 
and spouts coppered finish. 


Complete in Sales Maker Display Carton . . (List price) $5.10 


ECONOMY ASSORTMENT 


Enameled Harvester or Utility Oilers 


Assortment contains 1 dozen 34 pint oilers, 3 inch diameter, 
with 4 inch re-enforced insert type spouts. Enameled red, 
green and blue, in equal quantities. 


Complete in Sales Maker Display Carton . . (List price) $1.50 







IMPROVED 
HYDRAULIC PUMP OILERS 


EASY TO OPERATE—EASY TO CLEAN 







Copper Plated Finish—Interchangeable and Detachable 
Welded Steel Spouts. Brass Couplings with Machine 
Cut Threads. Ball Valves. No pump leathers used. 
Pump is hydraulic type with brass plunger machined, 
ground and very accurately fitted, thus making it 
possible to pump any oil that will flow. 


Upright Spouts 


ee a a ae 27 28 2915 
Capacity, pints. . . % 1 2 
List price, perdoz. . . 11.60 18.45 27.35 
50° Angle Spouts 
es 6 Bom 6 a0 27A 28A 2915A 
Capacity, pints. . . % 1 2 
List price, per doz. . . 13.70 20.50 29.40 


Packed one-half dozen in a carton 


COMPANY WELLSBURG, W. VA. 


that works every minute of the time that it is 
visible to a prospective buyer. The display will 
prove effective when used as a window trim or 
when placed on a counter where it will attract 


the customer's attention at the point of sale. 
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oncht! The new Ray-O-Vac 
4 nT ves! © Pocket Light Deal 
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is "a = mounted on at-- 
i] * ‘bef 3 : zs tractive counter 
. Zs Fa) [ , cost, less 
+t é ¥ at batteries, 
>, yi 
3 COMPLETE WIT ow TTERIES 
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yo @ 
The Ray-O-Vac Pocket 
Light cannot light in 
E pocket accidentally. 
' Retails 69c com- 
plete with bat- PE 
teries; without 
batteries 
59c each. 
The RAY-O-VAC prefocused, 
streamlined chromium flashlight, 
now packed in “all occasion” gift 
box as illustrated. Retails at $1.50 
with cells; dealer's cost without cells 
84 4 c,-standard package quantity 15. 
The famous RAY- 
O-VAC Armored 
Top Long Life 
FLASHLIGHT 
CELLS; 48 No. 2 
Cells in display dis 
penser, dealer cost é : 
$3.12. a re ISTSN an 
fe yoo ho ow TT 2 SY COMPANY 
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Your customers will notice a world of difference 
in seeing comfort when they use the right size 
MAZDA lamps in the right places. The pin-it- 
up lamp shown here takes either a 75 

or a 100-watt MAZDA lamp. 








TRY FEATURING G-E BULBS 
WITH HOUSECLEANING ITEMS 


SPRING cleaning time is nearly will look if they replace all burn- 








here. And millions of house- ed-out and blackened bulbs with 
wives will soon buy new brooms, bright, new Edison MAZDA lamps 
soap, cleansers, floor wax, and ...the kind that Stay Brighter 
other items for freshening their Longer. 

DISPLAY THESE manne. — Make your store headquarters for 
That’s why it will pay you to fea- Edison MAZDA lamps at this time. 
SIGHT-SAVING SIZES ture combination displays of Edi- Display these lamps in your win- 
son MAZDA lamps along with dow, on your counters, and in 
375-100-150 Watt and other items in your store that cus- your store together with related 
MAZDA Three-Lite Lamps tomers will need at cleaning time. house cleaning items. General 
Tell your customers how much Electric Company, Dept. 166, 

fresher and brighter their homes Nela Park, Cleveland, Ohio. 








EDISON MAZDA LAMPS 
GENERAL (3 ELECTRIC 
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WOOD’S SHOVELS AREN’T 




















— vie ) : F400? SHOVEL AND Too, 
" ; ‘GGINSED BACK) 
PIQUA. OnN0. USA 

Men who know shovels don’t go to a hardware store to be sold. . . they 

go to buy! They make a bee-line for the dealer who carries the Wood line— 5 

pick out the shovels they want—and pay for them. No use trying to sell ee 

them any other make, because they’re sold on Wood's. They know that 

Wood's Closed Back makes for greater strength and easier shoveling . . . 

that the turned shoulder saves feet and shoe leather. The tapered socket 

gives better balance and grip, and the heat-treated blades and shanks of the 1. Closed Back—stronger, 

rT) 7” Pp: . “ 39? lighter; sier shoveling. 
Moly,” Big Fist, Wood and Stuart grades can “‘take it’ and come back for © tened thecbienatle 

more. So don’t fight against the current when you can ride with it! Sell er blade, non-cutting foot 

. rest. 3. Tapered Socket— 

the shovels that shovel users are ‘‘sold” on, and watch your profits grow. better grip, better balance. 

See your jobber, or write direct to us for our latest catalog. The Wood Shovel et a ae 

And Tool Company, Piqua, Ohio. 


SHOVEL MAKERS FOR THE WORLD 





SHOVELS SPADES 
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FAIR TRADE:— 


Among the pioneers, if not the 
very first hardware manufacturer 
to use existing fair trade legisla- 
tion is Dazey Churn & Mfg. Co., 
St. Louis, Mo., This firm estab- 
lished resale price maintenance in 
New York State on December 1, 
1937. If currently satisfactory re- 
sults continue similar resale price 
contracts will be sought in other 
states. J. N. Dazey, secretary of 
the company, says that no difficul- 
ties were encountered in obtaining 
signed contracts from wholesalers 
and retailers and that the coop- 
erative spirit shown in connection 
with this experiment was highly 
satisfactory. Contract forms were 
offered to nearly 1000 retailers. 
Almost immediately 200 of these 
were signed and returned to the 
company. Only one retailer pro- 
tested or expressed a contrary 
view. Most of the dealers also 
wrote letters commending the com- 
pany on this forward step in 
legally curbing any price-cutting 
attempts on Dazey products and 
said they were very glad to have 
the opportunity to cooperate with 
the company in establishing a fair 
trade contract. Although only a 
single contract is required, it is 
well to have several such contracts 
signed to provide a margin of 
safety against possible protesting 
litigation from price-cutters who 
might attempt to upset the legality 
of some single contract. Offering 
all dealers in the state a contract 
to sign serves to notify them of a 
manufacturer’s intention and atti- 
tude toward curbing price-cutting 
and also serves to make such deal- 
ers sense a feeling of participation 
in the project. 


MARCH 24, 1938 


HARDWARE WEEK:-— 
National Hardware Week, 
which will be observed May 9 
to 14, 1938, represents an un- 
precedented opportunity for retail 
hardware stores to do an out- 
standing merchandising job. Spe- 
cial display materials and helps 
are available through the Nat‘onal 
Retail Hardware Association, the 
official sponsors of the plan, and 
may be obtained by non-members 
as well as members, at cost price. 
The chief value in the widespread 
use of this display material is the 
uniformity of appeal that will be 
made to focus the consuming pub- 
lic’s eye on the hardware stores 
of the nation and thus encourage 
more people to become “hard- 
ware store conscious.” Manufac- 
turers are cooperating in_ their 
publication advertising by men- 
tioning National Hardware Week 
and urging consumers to patron- 
ize hardware stores for their 
needs. This is an industry-wide 
project and merits universal sup- 
port of all those interested in the 
success and future security of in- 
dependent distributors of hard- 





By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


ware. It is the first major cam- 
paign of its kind to be made avail- 
able to hardware dealers and its 
success will be governed by effort 
put behind this promotion in in- 
dividual stores. The promotion 
machinery for making National 
Hardware Week a_ success has 
been started and the results now 
depend upon the application of 
the idea by dealers themselves. 


TAXES vs. SALARY:-— 


Harry Lang, an _ Evansville, 
Ind., business man, has offered 
his business to President Roose- 
velt on the basis that he receive as 
its manager a salary equal to the 
taxes he now pays on the busi- 
ness. All profits, if any, are to 
go to the Government plus owner- 
ship and Mr. Lang only wants the 
job as manager for five years. It 
is a sorry state of affairs when a 
business pays more taxes than 
profits, particularly, as in_ this 
case, when profits represent all the 
salary that the owner can realize. 
Failing an acceptance by the Pres- 
ident, and there is not likely to 
be one, Mr. Lang offers any other 
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Sell AMERICAN 


when you sell Chains 


To chain users ‘‘American”’ 
means character, quality, repu- 
tation. It means good value, good 
performance, thoroughly satisfactory 
service. These users know that every one 
of the attractive ‘‘American’’ packages 
brings them the best chain that a manufac- 
turing organization of high standing can produce. 


AMERICAN CHAIN DIVISION 


BRIDGEPORT, CONNECTICUT 


AMERICAN CHAIN & CABLE 
COMPANY, INC. 


Pu [sustness fot Your Sagely' 
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vated 


person or organization the same 
proposition. Pay him as salary 
an amount equal to his taxes dur- 
ing the next five years and you 
own the business. 


OFFICIAL OFFER:— 


Mr. Lang as president of Harry 
Lang, Inc., made this cffer to the 
President in a letter which reads 
as follows: 

“In line with your efforts to 
help the little business man. we 
have the following to offer. 

“The bulk of our business con- 
sists of gasoline retailing and it 
is our opinion that we should be 
entitled to as much profit as the 
taxing units. With the decline in 
business and to be competitive. 
it is physically impossible for us 
to gross as much per gallon as the 
State and Federal taxes on gaso- 
line. 

“Therefore. we would [ke to 
reverse the positions. Let the 
State, Federal or any taxing unit 
or any individual have our busi- 
ness and pay to us as wages. for 
management, a sum equal to all 
forms of taxes that we are obliged 
to pay including the State and 
Federal gasoline tax as well as the 
State gross income tax. The party 
or parties taking over the bus'- 
ness to have all profits if and when 
the business makes a profit. 

“At the end of five years we will 
gladly step out of the picture and 
the unit or party accepting this 
offer will have the business lock. 
stock and barrel, free. 

“We will make this offer to any- 
one that will agree to the above.” 


FOUR TO ONE:-— 


Explaining the situation further. 
Mr. Lang states that his 1938 taxes 
will be about $30,000 or approx- 
imately 20 per cent of his esti- 
mated gross annual volume and 
more than his total capitalization. 
“In this business,” he declares. 
“a man would be lucky to get 5 
per cent profit on his gross vol- 
ume. Giving the Government 20 
per cent makes me work'ng for 
the Government.” So when Mr. 
Lang offers the business for the 
tax monies of the next five years 
he is on safe ground and would 
be improving his income four to 
one, if he could get a taker for his 
proposition. 
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HEADLINES:-— 


Newspaper headlines continue 
to screech misleading messages to 
the public in connection with fair- 
trade and related legislation and 
the attitude of retail merchants 
toward such activity. Example 
one——*Many Groups Fight Bill to 


Tax Chains.” If you read the story 


you find out that the “many” re- 
ferred to are chain store executives 
plus a couple of alleged econo- 
mists. Example two-—“Fair Trade 
Laws Unfair to Small Stores.” The 
“small stores” specified in the 
story are units of well-known 
chains and the story is based on 
a survey among managers of such 
establishments. Example three 
“Retailers Fight Fair Trade Law”. 
In this news story it is apparent 
that large city department stores 
are very much opposed to resale 
price maintenance. I submit that 
such headlines convey a false im- 
pression to the minds of the 
reader, and are deliberately 
phrased to suggest that a wide 
range of retailers oppose these 
various forms of legislative aids 
to independent business. 


TOO OLD AT 35:- 


A man I know to be competent 
is seeking a job with either a 
wholesaler or a manufacturer. In 
recent weeks he has contacted by 
mail or in person more than 40 
prospective employers. Approxi- 
mately half of these firms turned 
him down as “too old at 35 years” 
and stated they wanted men not 
over 25 years of age. This despite 
his 15 years’ experience with two 
good houses, his good reputation. 
his eminently satisfactory refer- 
ences and his complete willingness 
to take a very small salary. 





NATIONAL HARDWARE 
WEEK 
MAY 9-14, 1938 


Plan your advertising and 
your window and interior 
displays in tune with this 
merchandising opportuni- 
ty. Make the consuming 
public more conscious of 
the hardware store and in- 
crease your own store traf- 
fic and sales. 











Through no fault of his own he 
has been out of work for a year. 
Unable to get connected in the 
hardware business during the past 
twelve months, he did part-time 
work with various kinds of jobs. 
As a result of this most of the 
other half of the prospective em- 
ployers turn him down as either 
“out of direct contact with hard- 
ware business too long” or “lack 
of up-to-date following in the 
trade.” This man’s limited re- 
serves are ebbing away and ap- 
proaching the vanishing point. He 
is getting discouraged and sug- 
gests that this country will soon 
need “Social Security at 35.” He 
writes: “It seems from this that 
experience does not mean a thing. 
Just what is to become of fellows 
like myself who still have a good 
many useful years left in their 
systems. Will it come to pass that 
at 35 years of age we will have to 
get wrapped up in moth balls and 
be put away on the shelf until we 
reach 65, then give us a_ final 
wrapping of moth balls together 
with either a tombstone or a wheel 
chair? Why not ask this question 
sometime in your column. The re- 
plies might be interesting.” 


WRBY ?:- 

This “too old at 35” is a serious 
economic problem. If the idea 
spreads, our unemployment prob- 
lem will become increasingly acute 
and more difficult of solution. It 
has been suggested that this atti- 
tude reflects a desire, by some em- 
ployers, to reduce wage standards 
by hiring younger men whose re- 
quirements are relatively less. If 
so, it is a short-sighted policy. 
It takes time. many years of hard 
work and earnest application to 
one’s duties and opportunities to 
develop that experience which 
lowers operating and selling costs 
and helps keep a business success- 
ful. There is no substitute for use- 
ful experience in a business. The 
hiring of too many inexperienced 
men to obtain lower wage costs 
can quickly wreck an otherwise 
thriving business. All firms need 
young and new blood, but only in 
balance with a proper percentage 
of older, experienced men to help 
train and maintain a high average 
of accomplishment of all em- 


ploy ees. 
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By ADON H. BROWNELL 


Chapter 23—Intermediate Course 


HERE have been in recent 
years two developments in 
lock construction of a radi- 


cally different nature from the 
standard type of lock construc- 
tion which we have been study- 
ing. On Government specifications 
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Fig. 1—Type F button lock 
set for interior door. 


these two types are described un- 
der two distinct classifications— 
tubular and cylindrical. 

It was my intention to discuss 
both of these types in this chapter, 
but recent developments in the 
tubular line, particularly, compel 
me to break this subject into two 
chapters instead of one. In this 
chapter we shall, therefore, turn 
our attention to the cylindrical 
lock and postpone consideration 
of the tubular line until the next 
chapter. 

About 1924, as I understand 
it, there developed on the west 
coast cylindrical locks with dif- 
ferent patented features. One 
covering the Reed Patents was 
purchased from the Wread Prod- 
ucts Company by the McKinney 
Mfg. Co. who greatly developed 
the line and aggressively pushed 
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Cylindrical Locks 


it for a few years. Later, however, 
McKinney sold its entire lock 
line to the American Hardware 
Corporation who have not, to the 
best of my knowledge, brought it 
out again into the market up to 
this time. 

Practically every large lock 
manufacturer through one or more 
of its executives has at different 
times told me that they are pre- 
pared to meet the cylindrical lock 
competition by similar locks of 
their own, many of them already 
patented. 

We know, of course, as already 
mentioned, that the American 
Hardware Corporation, which 






a 
7 @ 
Fig. 2—Type A front door 

cylinder lock set 


owns both P. & F. Corbin and 
Russell & Erwin, has fortified its 
position by purchase of the Reed 
Patents with the McKinney lock 
line. 

To date, however, only one 
manufacturer has, as far as I 
know, established in a broad na- 
tional way a general distribution 
and acceptance of the cylindrical 
lock. 


Because the line is so different 


from that of the lock lines we 
have discussed in recent chapters 
it did not seem fair to compare 
it with the comparative locks of 
other manufacturers we have 
studied. Therefore I have chosen 
to make a separate chapter of 
the subject. 

In so doing it is not the idea 
of the editor of HARDWARE AGE to 
over- or under-emphasize this par- 
ticular company’s products, but 
rather to present it as part of 
the educational series to stand on 
its own merits. 

The Schlage Lock Co., San 
Francisco, Calif., started in 1924 
the development of the Schlage 
lock, a cylindrical lock. Origi- 
nally the line comprised locks for 
residential work only and grad- 
ually locks for all types of build- 
ings were added. 

The principal mechanical fea- 
tures are fully covered by United 
States and foreign patents. As is 
the fact of every manufacturer’s 
products, there has been a con- 
stant improvement made in the 





Fig. 3—Type B mortise 
cylinder night latch 
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lock and particularly in the mat- 
ter of designs and finishes. The 
early Schlage lock was rather 
large and some mechanical im- 





Fig. 4—Type C cast bronze 
office door lock 


perfections were exposed by use 
and corrected. 

As time went on, however, new 
designs, smaller knobs and _ the 
basic values of the line increased 
its popularity until the Schlage 
lock has established itself through- 
out the country. How true this 
statement is fhay be explained by 
its evident popularity in Florida 
and speaking lightly, of course, 
when Florida will accept any- 
thing from California as_ being 
good, there must be something 
to it. 

Outstanding among the claims 
of the company for this type of 
lock are the following: conve- 
nient locking by means of a push 
button on inside knob (Fig. 1) ; 
automatic unlocking on most types 
by turn of inside knob; unit built 
—eliminates knob binding and 
easier installations—the manufac- 
turer states it can be applied in 
about ten minutes—just boring 
two holes. 

This course of study, of course, 
is to instruct you in builders’ 
hardware, so for the rest of the 
features claimed by the manufac- 
turer I would refer you to their 
catalog. 

The line of locks covers the 
functions which you have already 
learned. 
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Front door handle and knob 
sets 
Inside sets 
Bath room sets 
Closet sets 
French window sets 
Screen door locks 
Mortise night latches and 
dead locks 
The pin tumbler cylinder, as 
well as the wafer type cylinder, 
is used in various types of locks. 
All keys are inserted in the knob. 
The locks can be master-keyed as 
any other cylinder lock can be 
so arranged. 
An outstanding fact about the 
development of Schlage locks is 





Fig. 5—Type D wrought 
bronze hotel lock 


that the original idea of hollow 
spindles has made it possible to 
add locking functions for every 
kind of door control. Further, 
the original idea of cylindrical 
construction to provide easy and 
quick round hole installation has 
been maintained throughout this 
development. 

Practically every type of lock 
described in previous chapters of 
this series is duplicated as to 
locking function in the Schlage 
line. Several of their locks have 
the auxiliary latch locking feature 
used on some of the locks we have 
already discussed in the earlier 
chapters. 

The locks can be furnished with 
metal knobs, glass knobs, and one 
of their most interesting develop- 
ments has been the hand-painted 
china knobs and other china and 
pottery knobs in various pastel 
shades. The original locks of “A” 





type are still used a great deal 
with all the functions listed be- 
fore in this chapter (Fig. 2). 

Schlage Type B locks were a 
development of the mortise cylin- 
der latches and dead locks used 
separately and also used in con- 
nection with front door handles 
(Fig. 3). 

Schlage Type C locks have 
many functions not yet discussed 
in our course of study which will 
be covered in the advance course 
and are used in hotels, schools, 
churches and other public build- 
ings. All type C locks are with 
cast brass or cast bronze trim 
(Fig. 4). Their Type D locks 
are the same type of heavy duty 
locks used in type C, but the trim 
is of wrought brass or bronze 
(Fig. 5). Their Type E locks are 
strictly entrance door handle sets 
(Fig. 6). 

For their Type F locks note 
the residential small knob lock 
set described previously (Fig. 1). 
This is the type set on which the 
china knobs are used as well as 
interesting designs of metal and 





Fig. 6—Type E 
entrance door 
cylinder 
handle set 
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glass. Their Type G completes the 
line, their other types being locks 
and latches for screen, storm and 
cupboard doors. Fig. 7, shown 
below, is an example. 

In this chapter we have not at- 





Fig. 7—Type G screen door latch 


tempted to cover the matter of 
designs or finishes. It has simply 
been our endeavor, as in previous 
chapters, to outline your further 
course of study through reading 
the manufacturers’ catalogs or 
talking with the salesman who 
sells you the line. This may be 
their own salesman, a_ jobber’s 
salesman who sells you the line 
or a contract builders’ hardware 
man who sells this particular line 
to you. 

Thus | have tried to outline the 
various types and features of the 


present available cylindrical lock 
and in our next chapter the tubu- 
lar lock will be fully discussed 
along the same lines. 





Private Enterprise 


\ the light of history, the choice 

between the doctrine of the 
supremacy of the State, and that 
of the supremacy of the individual. 
was regarded as so important that 
the men who designed the Amer- 
ican system went to the unusual 
lengths of laying out their plan for 
decentralization of Government in 
contract. form—-The Constitution. 

Under it, the institutions of our 
society are the family, the church, 
science, universal education, the 
press. the State, and private 
ownership and management of 
property. Some of these are spe- 
cifically mentioned in the primary 
instrument of our system. others 
have since developed. 

The economic structure under- 
lying the American idea rests upon 
the following primary principles: 

|—-Equality of opportunity 
based on recognition of ability as 
the primary criterion of worth. 
and the rejection of any measure 
implying or leading to class dis- 
tinction. 

2—-Leadership, typifying disin- 
terested trusteeship, of a character 
which promises a just balance be- 
tween consideration of the indi- 
vidual good, and the common 
good. 

3—Recognition of the essential 
mutuality of interest as between 
leaders and followers in all or- 


ganized activities; preservation of 
the opportunity for full coopera- 
tion between them in the domain 
of private enterprise; and _resist- 
ance to all doctrines and forces 
implying or inducing conflict. 

1—Private ownership and man- 
agement of the instruments of pro- 
duction and distribution. 

5—-Scrupulous separation of re- 
sponsibility for the leadership and 
administration of politics and 
Government on the one hand—- 
and economics, business or private 
enterprise on the other. 

6—A democratic principle as 
the basis of the social structure, 
safeguarded by a dual system of 
Government, and the separation of 
powers within the governmental 
structure. 

7—Complete freedom of oppor- 
tunity for science, education, and 
the press, to develop and function 
in harmony with the most en- 
lightened conception of purpose 
that may be possible at any given 
time. 

8—Complete separation of 
church and State; reliance upon 
religion in a secular sense as a 
moral discipline aiming to so pre- 
pare the individual as to facilitate 
the ordering of relations between 
individuals and between individ- 
uals and groups on the basis of 
self-restraint.-Transportation As- 
sociation of America. 








An arresting 
Hardware Age 
original win- 
dow display 
idea featuring 
builders’ hard- 
ware. A back- 
ground and dis- 
play fixtures of 
dark red or 
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green could be 
used to advan- 
tage with such 
a display. 
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Charting Salaries 
Against Waste 


f By J. T. KEMP 


in American Business’ 


O visualize the real cost of 

salaries the chart at the top 

of this page was designed to 

show how expensive a_ wasteful 

employee can be, and how profit- 

able a careful, efficient employee 

who saves and conserves can be. 

In the left-hand column. first 

find a given employee’s weekly 

salary. Suppose, for example, it 

is $50 a week. If he wastes $10 

a week he costs the company $60 

instead of $50, whereas if he saves 
be $10 a week he costs the company 
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$40 instead of $50 weekly. By 
the same figures it is seen that if 
he saves $50 a week his salary 
is paid by himself, whereas if 
he wastes $50 a week he actually 
costs the company $100 a week 
instead of the $50 he receives in 
his pay check. 

It is suggested that any com- 
pany may dramatize the need for 
care in the use of supplies, ac- 
curacy and better work, and the 
need for guarding against pro- 
crastination, by posting reproduc- 


tions of this chart throughout the 
offices and working quarters so 
that every employee will have a 
constant reminder of his or her 
obligation to save instead of waste 
money for the company. 

Here is a suggested message to 
accompany the chart, “If you save 
money for the company use the 
Lop. or italic figures. If you cause 
overtime by yourself or others. 
make materials. 
you pay 
check and the 
lower numerals in the chart. Find 
your salary in the left column. 
estimate your savings or waste in 
figures at head of columns. The 
top figures show your cost if you 
save, the lower figures show your 
cost if you waste. See the differ- 
ence in your cost to the company 


if you change waste to savings. 


wasle 
than 


errors or 


cost) more your 


should consult 


Every employee can be a money 
maker for the company.” 


"Reprinted by special permission 


33 
























A former reception 
room is the home of 
the major appliances. 
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Bicycles and wheel goods in the area once occupied by the vault. 
The bars of the grille make an excellent rack for the bicycles 
and there is ample room inside for all of the various items in the 
entire department. The arrangement is ideal for the purpose. 





A Hardware 


Jim McChesney, Moorestown, N. J., has 
reversed precedent and sells hard- 
ware in the former home of a bank 





The bank’s deposit vault makes 
a fine hardware storage room. 


AN bites dog! Hardware 
M dealer takes over bank! 

It’s much the same as 
far as it concerns Jim McChesney, 
hardware dealer in Moorestown, 
N. J. Not that Mr. McChesney 
goes around biting dogs. But he 
did take over a bank—lock, stock 
and barrel including everything 
but the institution’s financial wor- 
ries. Instead of sheltering gold 
bullion and crisp, new greenbacks, 
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Dealer 


Takes 


a Bank 


the vault is now filled with 
bicycles, velocipedes and toy wag- 
ons. ~ The glass-enclosed _ presi- 
dent’s office now contains the 
desks of Mr. McChesney and: his 
bookkeeper. And the raised plat- 
form awesomely encircled by a 
brass fence, that at one time 
served as a reception area, has 
been converted into an effective 
display space for major’ appli- 
ances. . 

Many a salesman says to Mr. 
McChesney, “We’ve seen many a 
bank take over a store, but this 
is the first time we’ve seen a hard- 
ware store take over a bank.” 

Mr. McChesney’s old store was 
next door to the bank. His old 
building measured 21 by 55 ft. 
His new establishment measures 
91 by 55 ft., with 60 by 55 ft. of 
this in the form of a single rectan- 
gular area. 

Directly in the center at the rear 
of the store is the vault. The 
heavy steel door has been removed 
and the area is used for display- 
ing bicycles and similar merchan- 
dise. On either side of the vault 
are additional sections 31 ft. deep 
and about 12 ft. wide. One of 
these is used to stock such things 
as plate glass, wire, turpentine 
and similar items for which there 
is an active year-round demand. 
By having this merchandise on 
the main floor level, Mr. Mc- 
Chesney saves a lot of tramping 
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up and down stairs, which would 
otherwise be necessary if they 
were stored in the basement. The 
other section itt the rear is used 
as a receiving and shipping room, 
as there is a driveway that leads 
to the rear of the store. The 
large ground area in back of the 
building is used as a free parking 
space for customers—a valuable 
asset for a store when located in 
the crowded business section of a 
town. 

When serving its purpose as a 
bank, the main room had a lofty 
ceiling. This made the area ex- 














EEE 


Mr. McChesney and his bookkeeper 
in their headquarters—the office 
once occupied by a bank president. 


pensive to heat and would serve 
no useful purpose in a hardware 
establishment. When converted 
into a store, therefore, a second 
floor was constructed to cut down 
this high ceiling. Heavy steel 
girders and reinforced concrete 
were used in the construction, so 
that the new second floor is sup- 
(Continued on page 90) 





The store viewed from the front with the entrance to the shipping 
room on the left. There are no pillars to interfere with business. 
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H. Green & Sons Hardware Co. of 
Long Beach, Cal., used cardboard 
eggs and miniature rabbits and 
ducklings for Easter atmosphere. 






Feature China and 
Glass for Easter 


These are two lines well worth 


concentrating on during this 


festival season of the year 


ASTER always calls to mind 
spring and flowers, feasts 


and festivals. Accordingly 


every hardware man should spot- 
light his tablewares at this sea- 
son. This was done with excellent 
results by a group of California 





hardware men, who stopped all 
passersby with thejr catchy and 
attractive displays. 

H. Green & Sons Hardware Co., 
Long Beach., Cal., had suspended 
from the ceiling a row of huge 
cardboard eggs, the upper part of 


Egg cookers and egg cups were displayed to advantage in this window. 
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Vases of varied sizes, 
were emphasized in this Easter window of 
the Parmelee-Dohrmann Co., San Diego, Cal. 





shapes and colors 


each one being splashed with 
brilliant colors. In the foreground 
was a low table, set with china 
in a springlike floral pattern, and 
zold banded goblets. An egg on 
a candy rabbit was placed by each 
plate. The floor in front was cov- 
ered with artificial turf, on which 
were papier mache rabbits and 
ducklings. A card beside the ta- 
ble suggested “Dinnerware for 
Easter.” On a cabinet back of 
the table were a number of in- 
dividual pieces of china and crys- 
tal, with the card “Suggestions for 
Charming Easter Gifts.” 

Flowers for Easter call for con- 
tainers, so the Parmelee-Dohr- 
mann Co., San Diego, Cal., ar- 
ranged a window featuring their 
vases of transparent and _trans- 
lucent glass—showing vases of 
every form and size, hue and 
composition. The largest of these 
was filled with spring flowers. 
and a card called attention to 
the appropriateness of “Vases for 
Easter Gifts.” Lights are also al- 
ways associated with Easter, so 
two handsome floor lamps were 
used to good effect when the win- 
dow was illuminated at night. 

The third window, while not 
that of a hardware company, was 
one which any hardware man 
could adapt to good advantage. 
as it featured small electric egg 
cookers and china egg cups. The 

(Continued on page 94) 
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What You Should Know About 
Easter and Colored Easter Eggs 


Colored eggs were known almost 7000 years 
ago and there's a wealth of tradition and 
superstition behind todays Easter custom 


% 
t- 





Wide World Photur 


An annual event of the Easter season in the United States—egg rolling on the White House lawn. 


ETAILERS often overlook 
R the fact that, next to Christ- 

mas, Easter is the largest 
and most important holiday and 
many appropriate items may be 
profitably featured at that time. 
Customers’ interest can be aroused 
by timely, entertaining comments 
on Easter and its traditions, par- 
ticularly any of the following 
facts concerning the origin, old 
customs and superstitions con- 
nected with the colored egg. 

The custom of coloring eggs at 
Easter had its origin not only hun- 
dreds but actually thousands of 
years ago. Although it is now 
connected with the great Christian 
celebration of Easter, it is definite- 
ly older than the Christian re- 
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By HAZEL REGAN 


Paas Dye Co., 
Newark, N. J. 


ligion itself. The oldest written 
records trace the “Easter” egg 
back to some 5000 years before 
Christ when the ancient Parsees 
exchanged colored eggs at their 
New Year’s festivals held in the 
early spring to celebrate the be- 
ginning of their new year. As 
Easter came at approximately the 
same time, the custom was adopted 
by the Christians and continued 
in popular favor until the col- 
ored egg today is symbolic of 
Easter. 

Nearly every country in the 


world colors eggs at Easter and 
many amusing and interesting cus- 
toms have grown about the prac- 
tice. It is said that‘in Andorra, a 
small republic situated between 
France and Spain, an unusual 
custom exists among the young 
people. The youths make bets 
with the maidens as to who, on 
Easter morning, can first catch 
the other and cry out, “It is Eas- 
ter; the eggs are mine!” The for- 
feit usually is a number of colored 
eggs and all kinds of tricks, false- 
hoods and deceptions are per- 
mitted; a young man may even 
surprise the maiden in bed if he 
can succeed in doing so! After- 
ward they all assemble in public 
and the winners collect their bets 
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amid a great deal of shouting and 
laughter. The young people re- 
late the tricks they played and the 
youth who has been the most au- 
dacious receives the plaudits of 
the group. They then eat their 
Easter eggs and finish the day 
with songs and dances. 

In parts of England a young 
man would ask a young lady for 
an Easter egg, and if she refused 
he removed her boots and would 
not return them until the forfeit 
was paid. Turn about was fair 
play, and the girl snatched the 
young man’s hat unless he, too, 
gave the colored eggs she de- 
manded. The young people took 
great pleasure in playing these 
pranks on one another and it 
isn’t hard to imagine that the girls, 
although well supplied with Easter 
eggs, never paid a forfeit upon 
the first demand unless their pur- 
suers were not quite to their lik- 
ing. 

During the reign of King Ed- 
ward I years ago, one of the items 
on the Roll of the Expenses of 
the Royal Household was “four 
hundred and a half of eggs, 18 
p.” (about 30 cents). This is 
interesting not only because of 
the trivial cost of so many eggs 
but that so large a number were 


colored and distributed just among 
the royal household. 

It was once the custom for boys 
and sometimes grown-ups to dress 
themselves in fantastic style on 
the night before Easter and go 
about the village asking at each 
door for Easter or “pace” eggs. 
The members of the troupes 
dressed to represent various char- 
acters known as “Bold Slasher,” 
“Open Door,” “Devil,” “Toss- 
pot,” “Black Morocco,” etc., and 
there was not a home in the vil- 
lage that did not have colored 
eggs to give to the “pace-eggers.” 

In Russia it was the custom for 
men and women on Easter Day 
to greet one another with a kiss 
and give a red egg saying “Christ 
is risen.” During the Easter holi- 
days noblemen and the servants 
of the Czar kissed His Majesty’s 
hand and received in return gilded 
or red eggs according to their 
station; the highest three, the mid- 
dle two, the most inferior one. 

Many superstitions have arisen 
in connection with Easter, some 
of which may be found today. It 
was once considered by many very 
unlucky not to wear some new 
article of clothing on Easter as 
it was otherwise thought the birds 
would spoil their clothes. 


“Jack and the Beanstalk,” like 
many other familiar nursery 
stories, is founded on an ancient 
Aryan myth thousands of years 
old. The Aryans, who worshipped 
the sun, colored their eggs gold 
to symbolize this life force. One 
of the hero’s feats was to steal 
the hen that laid the golden eggs 
(the sun) from the giant’s castle 
in Cloudland (the sky). 

In England it was believed that 
eggs laid on Good Friday kept 
fresh all year and would bring 
good luck to their owners. In 
Germany it was Green Thursday 
on which these perennial eggs 
were laid and, when kept in one’s 
pocket, were thought to prevent 
any number of disastrous happen- 
ings. As to just how effective this 
usage really was one can only 
imagine; but it is hard to believe 
that anyone so trusting as to try 
this one year would be willing 
to do so the next. However, there 
is evidence that although people 
did not believe in this practice 
they did believe in the theory for 
today in parts of Germany farm- 
ers will plow into their first fur- 
row an egg laid on Green Thurs- 
day—or Good Friday according 
to their belief—to bring good 
luck to their crops for that year. 


Hardware Age Original Display for the Easter Season 


An attractive window of the symmetrical type for the pre-Easter period. In view 
of the season it might be well to have the fixtures white with the lettering in gold. 
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Window Interest 


An Iowa dealer keeps one of 
his windows a place of constant 
interest by displaying in it the 
collections of various persons in 
the community. These include old 





documents, coins and stamps, In- 
dian relics, antiques and the like. 
A display of the dealer’s own 
products is always carried in the 
background. Whenever possible 
he tries to feature things out of 
the ordinary owned by his cus- 
tomers. His window has become 
the gathering place of the town, 
since folks always know they can 
find something interesting in it, 
and the results are worth while. 


+ * * 


Official Greeter 


A New Jersey merchant who 
has a hobby of making mechanical 
knick knacks has rigged out a 
dummy porter which makes a 
graceful bow welcoming the cus- 
tomer whenever the door of the 
store is opened. It attracts the 
attention of hundreds of young- 
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Others have used them to advantage 
Why not try them in your own store? 


sters who insist on coming to the 
store just to see it work and it 
also serves to create the impres- 
sion of friendliness for the more 
austere elders. The dummy is 
dressed in a uniform and creates 
a colorful appearance. 


*% * * 


Calls Their Bluff 


“T would pay you today, but | 
forgot my check book,” is an 
alibi often heard by the dealer. 
One eastern dealer has broken 
down this excuse by getting blank 
checks from all the banks in the 
country and keeping them in a 
conspicuous place on the desks or 
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counters. When a patron begins 
to make excuses he is asked where 
he banks and is handed one of 
the checks. The customer either 
fills it out or admits that he is 
bluffing. 


* * * 


Tulip Bulbs 


If you want to win the patron- 
age and good will of women pa- 
trons in your territory purchase 


a large number of tulip bulbs and 
offer to give them to persons call- 
ing at your store and making a 
purchase. This is the season of 
the year when they will go over 
big and you'll be surprised how 
people will flock to your estab- 
lishment to get them. A Wiscon- 
sin dealer uses this plan with 
success every year. When the 
tulip bulbs burst into bloom in 
the homes in his territory they fur- 
nish a_ splendid advertisement 
which reminds the household to 
continue to patronize the store. 


* * * 


Mothers Pleased 


On the Saturday before Moth- 
er’s Day, a New York state dealer 
builds a tremendovs amount of 
good will by giving a potted plant 
to each family visiting the store, 
with a card attached reading: 
“Mother, we join the nation and 
set aside this day in wishing you 
all happiness and to serve you 
when we may.” Since the women 
exercise a great influence on pur- 
chases made it was not surprising 
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to note that the dealer's sales 
showed a decided increase after 
this thoughtful remembrance 
which more than repaid him for 
the cost. 


Turkey Paid 

Last year a Michigan dealer 
made his store the center of at- 
traction for a whole month by an- 
nouncing that the person who 
could guess nearest the number of 
pounds of feed a turkey would 
eat between October 20 and No- 
vember 20 would receive the bird 
for his Thanksgiving dinner. The 
gobbler was placed in a wire en- 
closure in the window and _ the 
hopper was filled with all he 
cared to eat daily. Farmers as 
well as city folks were entitled to 
one guess each by using special 
forms provided by the store and 
on which they were required to 








= 





write their name and _ address. 
The dealer had a lot of fun watch- 
ing the guesses pour in and in 
addition to noting a decided in- 
crease in business during the con- 
test obtained for himself a_ live 
mailing list from the names and 
addresses. As luck would have it, 
the gobbler was won by a pros- 
pective customer who now does 
all his buying at the store. 


* - * 


Letter of Thanks 

Each year about a week before 
Thanksgiving a New Jersey dealet 
sends a special letter to his entire 
list of customers thanking them 
for their patronage. He endeavors 
to make it timely by citing things 
in general for which the commu- 
nity can be thankful and always 
makes the customer feel that if it 
were not for his patronage and 
cooperation the good things in 
life. for which the dealer is grate- 
ful, could not be enjoyed. This 
letter going to the trade each 
year is considered one of the best 
good will builders the dealer has 
ever used, 


40 


Old Time Music 


Memories of old times were re- 
vived by a Minnesota dealer who 
obtained a phonograph and col- 
lected all of the old records he 
could possibly lay his hands on. 
He placed the machine in an un- 
used part of his store and invited 
The idea 


customers to play it. 








furnished amusement as well as 
reawakening pleasant 
and brought people into the deal- 
ers place of business. Customers 
were also invited to dig up their 
old records and contribute them 
to those already on file, the dealer 
allowing 25 cents in trade for 
each of them. 


memories 


* * * 


Horse Shoes 


Most farmers know how to pitch 
horse shoes and an Ohio dealer 
is an expert at the game himself. 
He has converted a vacant lot 
back of his store into a_ horse 
shoe pitching court where he will 
take on all challengers from the 
farm trade. Once a year, on a 
Sunday afternoon, he holds a 
tournament and awards merchan- 
dise prizes to the winners. The 
idea has been a good will and 
business builder for him for many 








years and he is really convinced 
that the horse shoe is a symbol 
of good luck. 


“Different” Copy 

A Milwaukee, Wisconsin, mer- 
chant recently attracted attention 
to his advertising literature by 
writing the headings and copy in 
German and sending it to the list 
of prospects of this nationality. 
Dealers who have a predominating 





race in their locality can use this 
idea to advantage and will usually 
get more response than they could 
from the ordinary message. Some 
one in the town will usually be 
glad to volunteer and translate the 
advertising into the proper lan- 
guage before it is mimeographed 
or sent to the printer. Curiosity 
will be aroused also among those 
who do not read the language and 
they will often take the time to 
ask someone who does _ before 
throwing the mailpiece away. 


* * * 


Scrap Book 


Resting on a table in the outer 
office of a New Jersey dealer’s 
store is a much-thumbed scrap 
book. This enterprising business 
man has accumulated a_ large 
number of snapshots of his pa- 
trons and has pasted them in a 
large scrap book where the visi- 








tors may page through it. On 
the left-hand page of the book he 
has placed advertisements issued 
from time to time by the manu- 
facturers of the line which he han- 
dles. The book helps the custom- 
ers to idle away time while wait- 
ing and also serves as a reminder 
for them to purchase the dealer’s 
products. 


Keeps the Change 

A painless method of getting a 
delinquent customer’s account 
cleaned up has been devised by a 
New York state dealer who has 
gone on a cash basis. He asks 
the customer's permission to keep 
odd change and apply it on the 
bill and it is surprising how fast 
he has been able to cut some of 
them down. Suppose Mr. Smith 
orders $1.65 worth of merchan- 
dise and hands the dealer a $5.00 
bill. He is given an even amount 
of $3.00 in change and the 35 
cents is applied to the account. 
The customers seem to like the 
idea and will occasionally slip in 
an extra dollar to get the bill 
paid faster. 
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Windows of this type are used over an extended period several times a year. 


This Firm Went to Town 
With a Tool Display 


\ TOLFF & WATT, INC., 
Wilmette, Ill. keep the 
interest of home workshop 
fans alive by using the store's cen- 
ter window to show a mass display 
of power and hand tools three o1 
four times a year. The most recent 
tool window, used for about three 
weeks, attracted considerable com- 
ment and numerous sales, one man 
buying a total of $275 of power 
and hand tools at one time. 

The customer who bought the 
$275 order went into the store to 
look at a 10-inch tilting arbor saw 
and although there was none in 
stock his perusal of the catalogs 
in the store and the information 
offered by a salesman convinced 
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Wolff & Waitt, Inc. of 
Wilmette, II]. build 
home workshop sales 
with mass displays 


him that he needed just such a unit 
as well as other merchandise. 
Other people bought items dis- 
played in the window as well as 
other tools and related merchan- 
dise such as abrasives, paint, paint 
brushes. ete. 


The store usually stocks a wide 


variety of power tools, on which 


least two turnovers a year are 


enjoyed. Among the items usually 
in stock are: table saw, stand and 


motor selling at $50.00: lathe 


without motor priced at $25.00: 


two band saws one in the $25.00 
to $30.00 class and one around 
$10.00: drill press .at $32.75; join- 
ter selling for $59.95; and an in- 
expensive jig saw selling for $6.25. 
In addition to selling these items 
the store frequently has to ordet 
for customers power units which 
it does not carry in stock. 

There is always a large stock of 
hand tools. many of them of high- 
est quality, on display on whith 
the store has about four turnovers 
each year. The larger units carry- 
ing the greater profits are dis- 
played toward the front of the 
store while the hand tools are dis- 
played further back with emphasis 


(Continued on page 90) 
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Saves Time and Labor 


CuHotTeau, Mont.—We want to 
thank you for the Harpware ACE 
Discount Handbook which saves 
us a lot of time and labor. There 
are many other things in the 
hardware line which could be 
figured out and which would save 
time and labor. 

J. W. HENTGEs, 


Choteau Hardware Co. 


Another Problem 


Two Rivers, Wis.:—I wish to 
thank you for the section 2 of 
the December 30 issue of Harp- 
waRE AcE. It is a great help in 
figuring inventory and making 
price lists. 

Here is another problem for 
HarpwareE ACE to work on, the 
solution of which will please 
many dealers. 

The discounts which pipe fit- 
ting manufacturers apply to their 
lists are terrible. I'll venture to 
say they are the hardest to make 
price lists from of anything in 
the hardware line. Why don’t 
they simplify these discounts or 
better yet, price each item. Two 
of my jobbers started to net price 
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each fitting, but one dropped the 
good work, evidently on account 
of the expense involved. 

This pricing ought to be done 
by the manufacturer who would 
employ a few people to do the 
work instead of passing the job 
on to thousands of dealers. 

[ would like other dealers’ 
thoughts on the matter. 

Thanking you for the past ser- 
vices, | remain, 

W. E. SUETTINGER. 


Letters to 


Observations ! 


Hittsipe, N. J.—Herein is a 
salesman’s_ observations in_ his 
travels around retail hardware 
stores, that a successful store does 
to be on top: 

Has a clean, neat store and at- 
tractive windows. 

Greets customers with a smile. 

Keeps his stock up, for a quick- 
er turnover. 

Reads HARDWARE AGE, to keep 
up with the times, in new mer- 
chandise, displays and what goes 
on in the trade. 

Writes to factories of merchan- 
dise he sells, for free helps in 
advertising. 

Dramatizes his store to suit the 
season. 

Welcomes all salesmen, so he 
can learn some new information 
they may convey about their mer- 
chandise. 

Harry M. JAcoBson 


A Comment from Japan 


Osaka, JAPAN:—Among all the 
good articles in HARDWARE AGE 
your “Hardware Facts” is one of 
the most interesting one and I al- 
ways look forward to see it in 
every issue I receive. But I was 
rather surprised to see your last 
one in Vol. 140, No. 11, issued 
on Dec. 2, 1937, about the thread 
of screws made and used in 
Japan. It is very regrettable to 
see that the information is en- 
tirely wrong and I have to write 
you to correct the information for 
the American hardware trade pub- 
lic. It is also very regrettable to 


realize that the general American 
public at large is still so ignorant 
about the country which has been 
and still is such an important and 
friendly customer for the Ameri- 
can hardware and tools. I venture 
to presume that somebody must 
have given you an “apple sauce.” 
But your good article must not 
give such a wrong information 
which gives a wrong impression 
to the public. 

The threads of our wood screws 
and machine screws always turn 
to the right. There are, however, 
a few exceptions in machine 
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the Editor 


on Salesmanship, Various Business 
Problems, Hardware Methods in the 
Orient and Plain This and That 


screws when some specials are re- 
quired for a special purpose. This 
sort of exception is just same in 
the States. You may well know 
that the American Screw Company 
of Providence, Rhode Island, has 
been the only supplier of wood 
screws to Japan in the last twenty 
years. Some time the firm sup- 
plied more than several million 
gross of iron wood screws in one 
year. Reed & Prince, Corbin and 
Eagle Lock people also can tell 
their own experience in the past. 
You may be interested to know 
that today Japan manufacture 
about 12,000,000 gross of iron 
wood screws a year and a sur- 
prising quantity is exported to the 
States in 1936 and this year. All 
these screws are always the stand- 
ard screws which turn to the right. 

Moreover, the cartoon picture 
of the carpenter in the sketch is 
very much antiquated. It will be 
a very hard job to find one in this 
country now-a-day. It looks more 
like a Chinese instead of a Japa- 
nese. 

If my brief informations help to 
give you a correct idea I will be 
very happy. I also offer you any 
assistance you may need in the 
future concerning to the Japanese 
hardware trade in general. When- 
ever you want any information 
also about Japan please do not 
fail to call on me. I will be only 
too happy to be of any help to 
promote better and closer under- 
standing between your good coun- 
try and ours. 

Motozo HayAsHI, 

Hardware Department, J. Osawa 
& Co., Ltd., Osaka. 
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Interesting—Instructive 


New Rocue wie, N. Y.:—The 
copy of the Elementary Course 
in the Builders’ Hardware Series 
has been received and studied. It 
is most interesting and instructive 
and, as a result, my confidence 
has already gone up several de- 
grees. My interest has been 
aroused to such a pitch that I am 
rarin’ to get on with the inter- 
mediate and advanced units. 
Please put me down for the two 
remaining booklets and bill me 
for whatever the cost. 

HarDWARE AGE deserves much 
applause for this contribution to 
the builders’ hardware trade. Mr. 
Brownell is to be congratulated 
on his masterly treatment of the 
subject and on his simplicity and 
clarity of expression. A fine job 
has been done all around. 

Because of the serious illness 
of the man with whom I have been 
negotiating my future plans are 
still in the indefinite stage, but I 
hope to have the matter settled 


before the end of the month. For 

this reason I have been unable to 
act on your suggestions as yet. 

Thanks again for your time and 

helpfulness. I am glad to have 

had the privilege of meeting you. 
Epwarp R. Jones. 


Use Salesmanship! 


Boone, lowa:—In the editorial 
of Harpware Acer, “Just Among 
Ourselves,” while commenting 
about the National Grange, you 
make the statement that “The 
farmers have been the most fa- 
vored group with respect to the 
distribution of government funds, 
and they have been given frequent 
and extensive public aid at huge 
cost.” 

You don’t mention, however, 
any other groups that have been 
feeding out of the public trough. 
It is only within a comparatively 
few years that the farmers have 
been helped by the government 
with corn loans, subsidies and re- 


(Continued on page 74) 





43 














“Self Help Well-Nigh Lacking, 


Reporting to the President, as aftermath of “Little 
Business’ Conference, Secretary of Commerce analyzes 
flood of letters received on subject. 
of “comprehensive knowledge of national problems.” 
Independent retailers sent the most letters, many 
complaining of oppressive chain store competition. 
Hardware men who attended the conference express 
their view of it for reade s of HARDWARE AGE. 


ECRETARY of Commerce 
Roper, in an analysis of the 
flood of letters received since 


the recent conference of so-called 
“small business men,” has report- 
ed to the President that “self-help 
seems to be well-nigh lacking” and 
that responsibility rests on the 
Government to “definitely impress 
the importance of this upon our 
business citizenship.” 

Mr. Roper based his opinion on 
a survey of approximately 1,900 
letters received before, during, and 
after the conference held in Wash- 
ington, Feb. 2-3. He said there 
are still about 2,000 letters which 
have yet to be analyzed. 

“Very few of the letters or plans 
indicated a comprehensive knowl- 
edge of national problems,” Roper 
reported, “but most of them re- 
flected a complete freedom of ex- 
pression.” 

Although “an unusually large 
number” came from retailers, the 
soundest and best thought-out 
plans were from small manufac- 
turers, the report said. In the 
letters from retailers, the Depart- 
ment found a “great deal of crit- 
icism of the ‘oppressive’ competi- 
tion of chain stores.” Very few 
letters came from chain stores or 
persons ‘advocating mass distribu- 
tion methods. 

Suggestions classified as urging 
“healthier competitive conditions” 
called for Governmental control 
of chain stores; divorcing manu- 
facturing from retailing; permit- 
ting business to formulate its own 
trade practice agreements for vol- 


At 


untary enforcement; establishment 
of price differentials favoring the 
small independent retailer and 
handicapping the mail order 
houses; more stringent enforce- 
ment of the Robinson-Patman Act: 
greater use of provisions of the 
fair trade acts and curbing mis- 
representation in advertising. 

In general, the letters reflected 
the sentiments expressed at confer- 
ence sessions, and while a good 
many expressed personal admira- 
tion for President Roosevelt, some 
urged that “deep silence” be im- 
posed on “Washington under- 
lings.” One of the major com- 
plaints was that “too many con- 
flicting views came from official 
sources in the National Capital.” 

The foregoing is from a current 
news despatch by L. W. Moffett, 
Washington representative of 
HarpWARE AGE who previously 
reported on the “Little Business 
Conference” for our readers in the 
Feb. 24, 1938, issue. (See page 
39). Since that time hardware 
men who participated in this 
Washington meeting have been in- 
vited to express their views on the 
conference. It is clearly apparent 
that these hardware men went to 
Washington with thoughtful and 
sincere ideas and would have wel- 
comed the opportunity to have 
contributed to the discussions. 
Their views show none of the bit- 
terness that newspaper reports in- 
dicated, although all, of them 
sensed the confusion and “mob 
scene” complexion of the confer- 
ence. 


Charges lack 


J. Howard Mitchell, proprietor 
of Mitchell’s, Inc., Washington, 
D. C., retail hardware store had 
immediate enthusiasm for the 
“Little Business Conference” idea 
but found it impossible to present 
some carefully planned recommen- 
dations to the gathering. Of the 
conference and his plans he has 
this to say: 


Mr. Mitchell’s Impression 


“The ‘Small Business Men’s 
Conference’ opened February 2 
with a bang. I thought I had a 
good plan to place the entire 
country on a substantial footing 
instead of continued relief which 
Senator LaFollette compares with 
attempting to bail out the ocean 
with a teaspoon. 

“I called Secretary Roper the 
night before and asked him if | 
could give my plan to the entire 
meeting before it adjourned to the 
different committees. He told me 
that it was the business men’s 
meeting and as far as he was con- 
cerned I could take the floor as 
soon as he finished his keynote 
address. 

“Secretary Roper gave his open- 
ing address and Mr. Draper im- 
mediately appointed Fred Roth as 
temporary chairman. Mr. Roth 
gave his acceptance speech as 
though he were the permanent 
chairman, and got away with it. 
But as soon as he finished and 
before I could get to the micro- 
phone a crowd of radicals broke 
out with shouts that the leaders 
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Says Roper 


were picked by the “New Deal’ 
and wanted the conference to elect 
its own chairman. I sat down and 
since Mr. Roth was in an embar- 
rassing position Secretary Roper 
came to his rescue. He asked all 
those in favor of Roth as perm- 
anent chairman to rise. Every- 
body stood up except the radicals 
who numbered about 30 in a crowd 
of 1000 men. They continued to 
say it was a ‘set up and I was 
standing near the microphone 
again but when they continued to 
boo the meeting as a ‘set up’ I sat 
down to stay. It was quite dis- 
gusting to me because I, of all 
men, knew it was not a set up, as 
I was the second man to lead off 
and had never talked to Secretary 
Roper or any official until the 
night before. In other wards | 
felt badly that they thought I was 
a ‘set up’ man, bécause I still think 
I had a plan that would have been 
interesting to all present. 

“Chairman Roth, with the assis- 
tance of Mr. Draper, did the wise 
thing by announcing that the con- 
ference would adjourn to the 
committee rooms, and from that 
time on everything was run in a 
business manner. 

“T went to the small loan com- 
mittee. They all talked for a 
while and each had an axe to 
grind. Finally one man seemed 
to have an idea of what should be 
done in a committee meeting and 
he expressed his views. The ma- 
jority thought so much of his 
plan they immediately elected him 
chairman, and I understand all the 
committees worked the same way, 
which I thought was a very wise 
move. Pick the man that knows 
what he is talking about and pro- 
ceed. This certainly did not look 
as though the leaders were hand- 
picked as the radicals tried to 
make it appear. 
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of “Little Business’ 


These three hardware men present their 
views on the “Little Business” Conference 





H. D. NORTH 


Ferry Cap & Set Screw 
Co., Cleveland, Ohio 
Manufacturer 


“The committees worked hard 
far into the night, and were on the 
job at 8 o'clock the second morn- 
ing, and all were ready to report 
back to the entire conference at 
10.30 the morning of the second 
day. 

“Chairman Roth showed his 
ability at this time by calling the 
meeting to order, and having the 
committee reports read and ap- 
proved by the entire conference. 
When any of the radicals got up 
to make a motion of any kind 
Roth brought down the gavel and 
told them they were out of order. 
and in one case when a certain 
man did not listen to the chair- 
man the business men themselves 
took the situation in hand and 
threw him out. This should have 
been done the first day but it all 
happened so quickly that there 
wasn’t any time to get organized at 
the opening. 

“The third day the resolutions 
were taken to the President and 
my plan must have been placed on 
top of the pile, because the next 
day White House reports were 
given out immediately in answer 
to part of my plan by helping the 
small business man end the ‘Re- 
cession’ through small loans direct 


J. HOWARD MITCHELL 
Mitchell's, Inc. 
Washington, D. C. 
Retail Merchant 


HARRY D. KAISER 


Kaiser Bros. 
Philadelphia 
Retail Merchant 


to business, but it seems to be like 
all other promises to business, ‘a 
lot of bunk.’ To substantiate this 
statement I might tell you that | 
called on the R.F.C. to ask what 
was going to be done for the 
small business man in the way 
of loans. I was informed that 
even if a man had a $10,000 hard- 
ware stock all paid for the govern- 
ment would not loan him any 
money, not even if the government 
was given a chattel mortgage on 
the entire business and the man 
had been in business for years 
and had in this way proven his 
business ability, but if the same 
man owned his own building and 
it was all paid for R.F.C. might 
make a loan on that. I informed 
R.F.C. that 70 per cent of the 
small business men do not own 
their buildings, so I was informed 
that unless they had a stock all 
paid for and a building all paid 
for they could not get any loan 
from R.F.C. I stated that if a 
loan was needed under those con- 
ditions it would not be essential 
to come to the government for 
a loan, as money could be bor- 
rowed any place on clear prop- 
erty. I stated if the millions 
for relief were loaned to the small 
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business men to place orders for 
merchandise men would go back 
to work to make the merchandise 
instead of just receiving relief and 
becoming a burden to the country. 

“I am enclosing a copy of my 
plan sent to the President and you 
will see that I favored a new 
bureau for small loans instead of 


R.F.C. 


Mr. Mitchell’s Plan 


Mr. Mitchell’s plan, in part, is 
as follows: 

“Farmers, railroads, big indus- 
try and banks have all been 
helped by the government, but the 
little merchants who are the out- 
lets to the consumer have not re- 
ceived any assistance. I do not say 
that the others should not have 
received help, but I do think if 
we expect the consumer to in- 
crease purchasing power we should 
help the men that have to sell the 
consumer. 

“My plan would absolutely be 
worthless if wholesalers and _ re- 
tailers had large stocks of mer- 
chandise. I know it to be a fact 
they could all add one-third more 
to their present stocks and still 
not be burdened. I know of a 
glass company that had 25,000 
boxes of glass in their wholesale 
stock in 1928 and only have 5000 
today, and of one factory branch 
stocking only three of each model 
refrigerator and washer in com- 
parison to a carload of each not 
so long ago. 

“The President has asked ‘Big 
Industry’ to start working and to 
turn out merchandise. I believe 
he has the cart ahead of the horse. 
‘Big Industry’ or ‘Little Business’ 
should not be expected to make 
merchandise they don’t have or- 
ders for, but if retailers and 
wholesalers can place orders 
then industry has to start. 

“Retailers and wholesalers are 
the only men who can start every- 
thing moving at once. My plan 
is for all retailers and wholesalers 


to place orders for one-third the 


amount of their present stock. If 
this were done we would have a 
billion dollars worth of orders for 
the factories, and men will go 
back to work, and from their pay 
rolls we will get that much more 
business. Retailers, builders, 
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wholesalers, salesmen, transfers, 
factories will all get business from 
my plan. 

“Just for an illustration of how 
factories would benefit immediate- 
ly: Suppose one small store or- 
ders two dozen each of fifty arti- 
cles, and if orders were placed in 
proportion by all large and small 
stores there would be fifty different 
kinds of factories in the United 
States getting a million dollars 
worth of orders. This would place 
men to work instead of on relief 
for which we business men pay 
by taxes. 

“We have a country full of 
money and raw materials and all 
we do is appropriate money for 
relief. Loan the small business 
man money to start our factories 
going with orders, and the public 
will buy. The country is full of 
fear, but if the factories had a 
billion dollars worth of orders 
our fears would be gone for some 
years to come. 

“Our store does not need the 
stock but I will be patriotic 
enough to help start the ball roll- 
ing by increasing our stock one- 
third. 

“The Government can make 
loans to the companies that need 
money to increase their stocks 
providing they are solvent at the 
present time and have been in 
business five years proving busi- 
ness ability enough to know what 
they are doing. Everybody will be 
expected to keep their stocks up to 
the same inventory at all times to 
secure the Government loans. 

“I have been told by bankers 
that if the Government will under- 
write capital loans for business 
the same as they did for home 
loans the banks will loan the 
business men. 

“I suggest a new loan bureau 
be established in the government 
to control loans to small business, 
and this bureau not to be con- 
trolled by the R.F.C. or its per- 
sonnel for it is a known fact that 
the R.F.C. or its personnel is en- 
tirely to exacting in its collateral 
requirements.” 

Toward the close of the con- 
ference a group of ten men was 
picked from the estimated 1200 in 
attendance. These men were to 
crystallize the thoughts of smaller 
sized business and prepare a 


formal report which has since been 


given wide publicity. The only 
hardware man selected for this 
committee was Harold D. North, 
president, The Ferry Cap & Set 
Screw Co., Cleveland, Ohio, who 
offers the following thoughts: 


H. D. North’s Views 


“I was quite surprised to re- 
ceive an invitation to this confer- 
ence inasmuch as I had had no 
correspondence recently with 
Washington on any subject. There- 
fore, with my invitation received 
I thought that I would attend this 
conference for whatever good it 
might accomplish. 

“On arrival in Washington | 
went immediately to the audi- 
torium in the Commerce Building 
where I found same packed with 
800 or more men, and took a seat 
to await the opening of the con- 
ference. The conference, after 
opening, progressed along satis- 
factorily until the announcement 
of a temporary chairman, Fred 
Roth of Cleveland (later elected 
permanent chairman) when im- 
mediately the conference was in 
an uproar, everybody on_ their 
feet. I thought the conference 
from then on would be run by 
800 or more chairmen. I feel 
Mr. Roth as chairman did a fine 
job under the circumstances. 

“At these group meetings, chair- 
men were elected to represent each 
group and the resolutions of each 
group meeting were written into 
a group report and these group 
reports were read by the chairman 
of each group at the general meet- 
ing of the conference held in the 
auditorium the second day. 

“Tt was this meeting that creat- 
ed the biggest disturbance due to 
one or two disturbers who tried to 
secure the limelight. Interruption 
by the press to take flashlight pic- 
tures resulted in the halting of the 
business before the conference. 

“The seriousness of the men 
present was so outstanding that to 
have such a riotous start the first 
day and continued disturbance the 
second day due to the interference 
of the daily press, I feel, was an 
injustice to those present. It is 
a compliment to those attending 
the conference that the results from 
the ten group meetings were as 


(Continued on page 86) 
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The Consumer— 
Your 
Traffic Cop! 





” Brown Brothers 


\ THEN Mr. Reynolds _ in- 
vited me to address this 
meeting and assigned as 

my subject “The Consumer—Your 
Traffic Cop,” I could not help but 
think of the change that has come 
over the hardware business in the 
last few years. Not so very long 
ago when a wholesaler was asked 
to speak at a meeting like this, he 
was usually assigned a subject such 
as “The Outlook for the New 
Year,” “The Wholesaler’s Posi- 
tion,’ or something along that 
line, and then he spent most of 
his time while on the platform in 
apologizing for selling the cus- 
tomers of the retailer. But now 
you come to me and ask that | 
discuss a subject that is essentially 
a retail one. In the past as whole- 
salers, we had no direct contact 
with consumers other than our in- 





*An address before the Missouri Re- 
tail Hardware Association, St. Louis, 
Mo., Feb. 23, 1938. 
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If dealers are constantly willing 


to change their methods in order 


to serve him they will never be 


ordered to “pull over to the curb” 


By C. J. WHIPPLE* 


President, 


Hibbard, Spencer, Bartlett & Co, 


Chicago, Ill. 


dustrial customers. By that | mean 
we had no selling contact, or, per- 
haps, I should say that we should 
not have any selling contact. For 
the last few years, however, we 
have found it necessary to have a 
good deal to do with the consumer 
in formulating plans for the con- 
duct of our own business. 

Have you ever stopped to con- 
sider just why you are in busi- 
ness? Some of you might answer 
“to make a living,” or “to give 
employment to a number of 
others,” but we all know that is 
not the right answer. The real ex- 
cuse for a retail business is an 
opportunity to serve the consumer. 
That was not always true. Years 
ago in some sections there were 
times when capital and merchan- 
dise were scarce, when the con- 
sumer was practically forced to 
patronize certain retail outlets. To 
some extent that was true before 
the days of good roads and auto- 





C. J. WHIPPLE 


mobiles, when transportation prac- 
tically localized business and did 
not give the individual consumer 
much freedom of choice. [ remem- 
ber years ago when I was cruising 
in the northern part of Lake Michi- 
gan on a gasoline yacht, we put 
in at a small island because we 
needed gas and oil. There was a 
small general store which had a 
tank of gasoline and the price 
asked was just about double the 
price we had paid at the mainland. 
When we protested, he replied that 
he had but one large storage tank; 
that he could only fill it in the win- 
ter when the lake was frozen and 


47 

















yasoline could be hauled across the 
ice; that he always sold out the 
full tankload before winter; that 
he did not think he had enough 
business to warrant putting in an- 
other tank and that we could take 
it at his price or leave it. You 
cannot get away with that in the 
hardware business—at least not in 
these times. 

This consideration of the con- 
sumer is not anything new. More 
than ten years ago in a talk which 
| made at a Texas convention, | 
referred to “Buying Backward 
from the Consuming Price.” 
of the audience did not know what 
| was talking about, but even that 
far back, it was apparent to a great 
many people that any successful 
merchandising program starts with 


Some 


the consumer. 


Problem of Selection 


Any distributor of merchandise. 
whether wholesale or retail, is eter- 
nally faced with the problem of 
making his selection of merchan- 
dise from either what the manu- 
facturer wants to sell or what the 
consumer wants to buy. If the 
manufacturer has been wise enough 
to study consumer demand, there 
is, of course, no difficulty, but my 
experience has been that very 
often the manufacturer and the 
jobber, for reasons best known to 
themselves, frequently want to sell 
things that the consumer does not 
care for. 

Since 1929, I think the consum- 
er has been more critical of retail 
offerings. Reduced income meant 
that he had to spread his dollar 
further and instead of buying care- 
lessly without shopping, he devel- 
oped a better knowledge of the va- 
rious qualities he was looking for 
in the merchandise that he intended 
to buy. Well known manufactur- 
ers’ or jobbers’ brands did not 
carry the consumer demand that 
formerly existed, and if a similar 
line was offered at a sufficiently 
lower price, there seemed to be 
little difficulty in transferring a 
great deal of the business to the 
unbranded line. 

It was only a few years ago that 
certain names on articles of hard- 
ware were synonymous with the 
highest quality that could be pro- 
duced. So much of the quality de- 
pended upon skilled workmanship. 


AW 


it was almost impossible for a new 
manufacturer to enter the field and 
even come close to matching the 
quality and finish of the product 
of the older manufacturer, but that 
situation does not exist today. A 
knowledge of metallurgy and chem- 
istry applied to metals and other 
products, together with improved 
machinery, means that the human 
element is less important, and | 
am thoroughly convinced that with 
sufficient capital a new manufac- 
turer can go along and, in a very 
short time, duplicate or even im- 
prove the quality of the product 
of any of the old established hard- 
ware manufacturers. 

So when we are considering the 
merchandise that we want to sell 
to consumers, a great deal of care 
must be given to the question of 
quality and value of the various 
items that we sell. There are few 
trade secrets left today. We must 
distinguish between quality and 
fancy finish, bearing in mind al- 
ways the actual value in terms of 
utility. For a good many years | 
have had the habit of translating 
everything into values per pound 
much to the distress of some of my 
friends in the manufacturing busi- 
ness, but I have often found this 
method the most satisfactory yard- 
stick for determining the relative 
value of different lines, particular- 
ly with merchandise that is highly 
competitive. 


The Greatest Injustice 


Perhaps the greatest injustice 
that we do the consumer is having 
to absorb in our overhead the ex- 
pense of carrying inactive mer- 
chandise. I find that 40 per cent 
of the merchandise in the average 
hardware store does not sell in 
sufficient volume to warrant con- 
tinuing it in stock and my asser- 
tion is backed up by figures given 
to me by the field service men of 
my own company, who, in the last 
couple of years, have remodeled 
more than 300 hardware stores. | 
am not trying to say that this 40 
per cent of the merchant’s stock is 
without value, but I do say that 
there is not sufficient demand for 
it in his locality to warrant a place 
in his store. Because of this 40 
per cent dead merchandise, a mer- 
chant frequently is unable to take 
advantage of cash discounts. Some- 





times the 40 per cent represents so 
much of his capital that he is not 
able to buy things that he should 
have because of lack of credit. 
Very often this 40 per cent repre- 
sents goods that were improperly 
selected in the first place because 
they were not bought to definite 
price lines. In accumulating a re- 
tail stock it has been the practice 
of the majority of merchants to 
pay entirely too much attention to 
price and entirely too little atten- 
tion to selection. No matter how 
cheaply you buy an item, there is 
no profit realized until you have 
sold it and if you do not sell it 
your investment becomes a loss. 
On the other hand, it does not make 
any difference what you pay for 
an item so long as it is salable at 
a price enough higher than your 
cost to pay the expense of doing 
business and a reasonable profit. 


Price Lines 


How many of you in this audi- 
ence know much about price lines? 
Do you select your merchandise 
having in mind a definite resale 
price at which to offer the mer- 
chandise to the consumer? If you 
are studying price lines and have 
a reasonable idea as to the prices 
your customers are willing to pay. 
have you ever thought much about 
the variety that your store should 
carry? In my company we have 
found that consumer demand can 
pretty well be judged by applying 
what I shall term the “Rule of 
Three.” A given item will fall into 
one of three classes. It will be: 

Small, medium or large 

Light. medium or heavy 

Full finished. semi-finished or 
unfinished 

Low priced, medium priced or 
high priced 

Do you not find the consumers 
coming into your store who iden- 
tify merchandise in that way? 

Does not a woman customer say 
that she wants a medium sized 
number of shear or a medium sized 
sauce pan? 

She does not say 71-inch shear. 
or a 3-quart sauce pan. 

By applying this Rule of Three 
throughout your stock, you will 
find that a very great percentage 
of your sales will automatically 

(Continued on page 92) 
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MANUFACTURERS AND WHOLESALERS ANNOUNCE 
PROGRAM FOR JOINT APRIL CONVENTION IN MEMPHIS 


Details of the program for the 
joint convention of the American 
Hardware Manufacturers 
ciation and the Southern Jobbers 
Association, April 11-14, 1938, at 
the Hotel Peabody, Memphis, 


Asso- 


| competition 


T. W. McALLISTER 


have been announced by 
Rockwell and T. W. 


secretaries, respec- 


Tenn., 
Charles F. 
McAllister, 
tively, of the manufacturers and 
wholesalers groups. 

Registration will start promptly 
at 9:00 a. m. Monday morning, 
April 11. This year’s hotel regis- 
trations indicate that the conven- 
tion attendance will approximate 
that at New Orleans last year. 
A preliminary short session will 
be held Monday night at which | 
Robert H. Baker, Fones Bros., 
Little Rock, Ark., president of 
the will 
make an address of welcome to 
the delegates. Robert G. Thomp- 
son, Lufkin Rule Co., president 
of the manufacturers group, will 
deliver the response. Charles T. 
Evans will then be the guest 
speaker. His address, “Hold 
On” will be both humorous and 
inspirational. 

On Tuesday morning the as- 
hold separate | 

The manu- | 
facturers, opening their sessions | 
at 9:30 will be addressed by Mr. 
Thompson, their president, and | 
Mr. Rockwell will deliver his re- | 

secretary. Shannon 


wholesalers association, 


sociations — will 


business sessions. 


port as 


50 


Crandall, president, California 
Hardware Co. and president of 
the National Wholesale Hardware 
Association, will the 
speaker. 

The wholesalers, 
9:30 Tuesday and 
mornings, will engage in discus- 
sions on: methods of stock con- 
budget system of expense 


be guest 


meeting at 


control; new taxes and their re- | 


lation to net profits; legislative 
responsibilities; transportation 
methods of handling 


inventory; handling 


problems ; 
the annual 


obsolete and slow-selling goods; | 


from without the 
trade; the jobber’s 
problem; truck 
cooperation ; 


hardware 
trade relations 
deliveries; jobber 
enemies of net profits, and ware- 
housing facilities. 

A joint 
Tuesday at 11:15 
Thompson presiding. 
patriot Looks at The 
will be the subject of Dr. James 
S. Thomas, a well-known econo- 


be 
with 
“An 


session will 


Ex- 


mist. A second joint session will 
also be held on Wednesday morn- 
O. Dunn, 


- Boardman 


ing at which Samuel 


chairman, Simmons 


Publishing Corp., Chicago, will 


CHARLES F. ROCKWELL 


speak on “Transportation and 
National Welfare.” “Sane Taxa- 
tion” will be the subject of James 
V. Carmichael, attorney and 
member of the Georgia General 
Assembly. <A_ third speaker at 


Thursday | 


la second 
| which the secretary and treasurer 


held | the X-Club. 


Mr. | 


for 


) the Wednesday morning sessions 


of The Weekly and the 


Texas 


Southwestern Banker, Dallas, | 
Mr. Molyneaux’s address | 


| Texas. 
has not yet been announced. 


On Thursday morning the 


wholesalers association will hold | 


business meeting at 


will read their reports; trade 


| problems will be discussed, and 


the committees will deliver their 
reports. Election of officers will 
also be held. 

Among the other events sched- 


uled during the convention are | 


a special meeting of the Texas 


| Wholesale Hardware Association; | 


the 30th anniversary meeting and 


| annual dinner of the Old Guard, | 


and the semi-annual banquet of 


A varied entertainment pro- 


South” | gram has also been arranged for 
50 | 
uth’ | the delegates and 


| On Monday evening, April 11, 


their ladies. 


preceding the opening session, 
a half-hour musical program will 
be furnished with “Chiquita and 
Her entertaining. 


Luncheons and sight-seeing trips 


Caballeros” 


have been arranged for the ladies. 
A golf tournament will be held 
Wednesday afternoon. 
Prizes will be given for lowest 
and 


men 


score without handicap 


| lowest score with handicap; sec- 
| ond lowest score without handi- 
| cap and second lowest score with 


handicap, and lowest putting 
score for the day. Tuesday even- 
ing the “1938 Hardware Review” 
floor show will be presented. In- 


formal dancing will follow. 


of the Hotel 


the scene of a formal reception 





and ball. 


PEARCE IS SECRETARY OF 
PORCELAIN ENAMEL GROUP 


S. Pearce has 
appointed secretary of the Por- 
celain Enamel Institute, 612 N. 
Michigan Ave., Chicago, Ill. He 
was formerly assistant director of 
personnel of the Farm Security 
Administration. 


Charles been 





| will be Peter Molyneaux, editor | 





On | 
| Wednesday evening, the ballroom 
Peabody will be | 





B. C. NEECE 


NEECE, V.-PRESIDENT OF 
LANDERS, FRARY & CLARK 
Bret C. Neece 


was elected 


| vice-president of Landers, Frary 
| & Clark, New Britain, Conn., at 


a recent meeting of the board of 
directors. Mr. Neece, who is 
sales manager of the major ap 
pliance division, has been as- 
sociated with the organizaton for 
the past 15 years. 


CARR ASSISTS AMERICAN 
STEEL & WIRE PRESIDENT 


Frank J. Carr has been ap- 
pointed assistant to the president 
of the American Steel & Wire 
Co., Cleveland, Ohio. For the 
past four years he has_ been 
comptroller of the Tennessee 
Valley Authority at Knoxville, 
Tenn., previously having served 
as comptroller of the Aviation 
Corp. and subsidiaries and with 
Hahn Department Stores. H: 
was one of the organizers and 
first president of the Controllers’ 
Institute of America. 


DU PONT CHANGES NAME 
OF FERTILIZER COMPOUND 


The ammonia department of 
E. I. du Pont de Nemours & 
Co. announces that the fertilize: 
compound heretofore known as 
“Agramon” will in the future be 
sold under the trade name of 
“Uramon.” Announcement = of 
“Agramon” was made last No- 
vember. There is no change in 
the composition of the product. 
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CONGRESS PASSES 
BROADENS 


(Washington Bureau 
of Hardware Age) 


Congress of 
broadening 


the 
the 


Passage by 


Lea-FTC _ bill 


Commission’s power to cover de- | 
ceptive as well as unfair trade | 


practices brings to the agency 
that which it has been seeking 
for years—power to become a 
consumer watchdog with a full 
set of teeth. 

Marking the first time that the 
Federal Trade Commission Act 
has been amended, the new legis- 
lation empowers the Commission 
to issue a cease and desist order 
if it is determined that the pub- 
lic harmed irrespective of 
whether a competitor is suffer- 
ing. Heretofore the agency has 
found it impossible to move 
against a company unless a com- 
plaint was received from a com- 
petitor. 

An accompanying committee 
report described the new legis- 
lation as making “the consumer 


is 


of equal concern” along with the | 


merchant or manufacturer in- 
jured through unfair 6r dishon- 
est competition. The Commission 
is also expected to be able to 
speed up its procedure although 
at the same time its 
presumably will reach a 
high. 

Adding teeth to the FTC en- 
forcement machinery, a 
and desist order now becomes 
final and enforceable 60 days 
after issuance unless, of course, 
the respondent to 


activities 
new 


goes court. 


For each violation of a Commis. | 
sion order after becoming final, | 


the recalcitrant can be fined up 
to $5,000. 


The Federal Trade Commission 


has repeatedly complained to 
Congress in annual reports and 
in other ways that a respondent 
firm against which an order had 
been could defended 


issued be 


could 


FTC 


to 
court 


adhere 
after a 


decline 
order; 


to 
or 


order was obtained against the | 
the | 


follow 
by hun- 
Supreme 


it could 
course pursued 
appeal the 


company, 
same 
dreds to 
Court. 

The given 


Commission was 
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| give 
Drug Division of the Agriculture | 
Department. False advertising of | 





cease | 


| house Electric & Mfg. Co. 
at an FTC hearing, meanwhile | 
continuing the unfair practices; | 
the | 


| throughout India. 
operates as manufacturers’ exclu- ! 


BILL THAT 
FTC JURISDICTION 


jurisdiction over the advertising 
of food, drugs, devices and cos 
metics, a move which was op- 
posed by Senator Copeland, 
Democrat, of New York, who is 
author of a bill which would 
control to the Food and 


such products is prohibited un- 
der the Lea-FTC law but pub- 
lishers are exempted from the 
penalties unless they decline to 
reveal the identity of the adver- 
tiser. 


GEORGE BUCHER HEADS 
WESTINGHOUSE ELECTRIC 


George H. Bucher, 
vice-president of the 
house Electric & Mfg. Co., Mans- 
field, Ohio, has been elected 
president of the company. Frank 
A. Merrick, president since 1929, 
Paul 


executive 


was elected vice-chairman. 


| Judson Myler, president of the 


Westing- | 


sive sales representative and in 


some instances as importers and 


distributors. At present Chiman- 
lal Desai & Co. represents manu- 
facturers of automobile spare 
parts and accessories, radios, bi- 
cycles, lanterns, hardware, elec 
trical goods, ete. 

Chimanlal C. Desai is the head 
of the firm which he founded in 
1925. He spent five years in the 
United States studying American 
business methods which he has 
applied to his company. It oper- 
ates branches at Calcutta, La- 
hore, Madras. Rangoon, Colombo. 
and Delhi. in addition Bom- 
bay. G. C. Kothari is general 
manager of the concern, making 
headquarters at Bombay 


to 


his 


| The branch managers are: K. N. 


FULLER MANAGES N. Y. 
SALES FOR BETHLEHEM 
H. 
| appointed manager 
| New York by the 


Steel Co., Bethlehem, Pa. 


Fuller has been 
of sales in 


Bethlehem 
R. H. 


Harrison 


Desai, Calcutta; J. A. Shah, Co- | 
lombo; K. M. Shah, Lahore; R. 


B. Shah, 


Rangoon, and 


Madras; 

Mr. Idris. 
A. C. GILBERT MAKES 
AMERICAN FLYER LINE 

The A. C. Gilbert Co.. New 


Haven, Conn., has made arrange- 


| ments with the American Flyer 


Mfg. Co. whereby the combined 


| efforts and engineering facilities 


| of 
| American 


| chandising 
| will 


organizations will be 
in manufacturing the 
Flyer line of electric 
The mer- 
line, which 
many of the 


both 
merged 


trains at New Haven. 
of this 


also include 


| Meccano products, will be con- 
| ducted under the Flyer Division 


been 


G. H. BUCHER 


Canadian Westinghouse Co., be- 
came a director of the Westing- | 


INDIA MFRS. AGENT 
EXPANDS ITS LINES 


Chimanlal Desai & Co., Bom- 
bay, India, is seeking to expand | 
its operations by taking on | 
American lines for distribution | 
The company 


dues 
Egger, 


of The A. C. Gilbert 


Co. 


HOTPOINT OPENS 
FACTORY BRANCHES 


Hotpoint factory branches have 
opened at Chattanooga, 
Tenn., Dallas, Tex., 
N. Y., and Minneapolis, Minn., 
by the Edison General Electric 
Appliance Co., Chicago. 

H. C. Chestnutt will be in 
charge of the Chattanooga 


Syracuse, 


| branch; D. H. Darnold, the Dal- 


Smith, the 

branch, and Fred T. 
the Minnesota branch. 
The branches will function 
wholesale distributors, operating 
independent units. Adolph 
Rebensberg will assume the re- 
sponsibility of factory branch 
supervisor in addition to ~his 
other duties. 


las branch; L. E. 


Syracuse 
as 


as 


B. K. Naik. | 
Delhi. | 


H. H. FULLER 


have 
man- 


P. Hall 


assistant 


| Massey and A. 
been appointed 
agers of sales. 

Mr. Fuller the 
vices of the company in the New 
York office in 1919. He 
was appointed assistant manager 
of sales, New York district, in 
1936. Mr. Massey became con- 
nected with Bethlehem in 1923 
following its acquisition of the 
Midvale Steel & Ordnance Co. 
and Cambria Steel Co. He had 
associated with Cambria 
Mr. Hall entered the 
Bethlehem in 1922. 
He was first attached to the 
Cleveland office, then became 
resident salesman at Bridgeport, 


entered ser- 


sales 


been 
from 1916. 


of 


services 


Conn, 


TURNER & SEYMOUR BUYS 
BATHROOM FIXTURE LINE 
The Turner & Seymour Mfg. 
Co., Torrington, Conn., manufac- 
turer of Blue Whirl egg beaters 
and the Blue Line of kitchen 
tools has purchased the Wilwear 
bathroom fixture line formerly 
manufactured and sold by The 
Beardsley & Wolcott Mfg. Co., 
Waterbury, Conn. Tools and 
equipment for the manufacture 
of this line have already been 
moved to Torrington and the 
company is prepared to fill or- 





‘ders on this line of products. 
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BUREAU OF CENSUS IS MAKING 
RETAIL AND WHOLESALE TRADES SURVEY 


Bureau 
Age) 


(Washington 
of Hardware 


Recognizing the growing need | 
for current information on retail | 


and wholesale trade. the Bureau 
of the undertaking, 


immediately, a survey of business 


Census is 


sample basis for the 
of 1938 and for each 


on a major 
first quarter 


quarter of the calendar year, 
1937. The schedule forms for 
taking the census contain in 
quiries that will provide sales 


and payroll information for each 


informa- 


1938. All 


be collected 


quarter of 
tion will 
piled for identical establishments, 
enabling the census to provide 
for the first time direct compari- 


and com- 


sons of sales and payrolls for 
five consecutive quarters which 
will show definite trends. In 


order that there might be trend 
information over a longer period, 
rolls and sales for identical 


pay 
establishments for the entire 
vears, 1937 and 1935 will also | 
he published. 

In addition to these — faets, 
there will be available on retail 


trade, certain information per- 
taining to cash sales, open ac- 
count sales and instalment sales 
for the entire year 1937 and the 
first quarter of 1938. For whole- 
sale trade, pertinent information 
sales will alse 


on the terms of 


LAMSON & SESSIONS MAKES 
EASTERN SALES CHANGES 


Edwin M. Fuller, representing 
The Lamson & Sessions Co., of 
Cleveland, Ohio. in 
Pennsylvania and Ohio 
has been appointed eastern dis- 
trict manager with head- 
quarters at Cleveland. Mr. Fuller 


eastern 


sales 


is a member of the Cleveland 
section of the Society of Auto- 
motive Engineers. He became 





EDWIN M. FULLER 


| he greatly 
quarter of 1937 and for the first | 








New York, | 


} on the 
| Building. 


be shown. A distinction will be 
made between spot cash and 
credit sales and, in the case of 
differentiation will be 
extension of 


credits, a 
made between an 
10 days or less, and for a term 
of more than 10 days. 

Schedule forms will be mailed 
to retailers and wholesalers the 
latter part of March. It is urged 
that all those who receive them. 
supply the information promptly 
value of the results will 
enhanced by _ their 
timely release. The basic facts 
for each of the periods covered 
will be supplied within a few 
days after the last returns have 
been received. 

In deciding upon 
tions to be asked of 
the Bureau had 
contact with representatives of 
trade for the purpose of obtain- 
ing suggestions as to the scope 


as the 


the 
the 
direct 


ques- 
two 


groups. 


| of the inquiry and information 


that will be most valuable. At 
the meetings the following trades 


were represented: furniture re- 
tailers; hardware retailers: de- 
partment stores: independent 


grocers; electrical wholesalers, 
dry goods wholesalers, paint and 
varnish wholesalers. wholesale 
Those 


the 


grocers, ete. representa- 


tives endorsed census 


lating the plans. 


connected with the bolt industry 
in 1914 with the Falls Rivet Co.. 
Kent, Ohio, which 
the companies merged with Lam- 
& Sessions in 1921. 
George P. Tinnerman,. formerly 
with the Bayonne Bolt Corp. will 


was one of 


represent Lamson & Sessions in 


metropolitan New York, New 
| Jersey and Philadelphia, Pa. 
J. L. Salter, transferred to the 


sales division, will represent the 
company in western New York, 
Pennsylvania, and eastern Ohio. 


STENSGAARD OPENS 

NEW YORK OFFICE 
W. L. Stensgaard & Associates, 
Inc.. 346 No. Justine Ave., Chi- 
cago, consultants in merchandise 
presentation display mer- 
chandising held a two-day pre- 
March 10 and 11, of the 
newest trends and modern 
cepts of point-of-sale promotion 


and 


view, 


con- 


in conjunction with the opening 
of their larger New York offices 
16th floor of the RCA 

On display were the 
exclusive Stensgaard Min-Events, 
new full-relief miniature 
repreduced in actual scale in 


scenes 








and | 
had an important part in formu- | 


| providing contact 
| tributors of motor control, safety 





three dimensions, full 
utilizing the new Min-Event 
composition—moulded from hand 
carved and sculptured plaster 
originals. 

Established in 1931, this 
ganization now includes a special- 
ized personnel of more than 200 
promotion and 
designers, 


or- 


merchandising, 
display executives, 
artists, and craftsmen. The scope 
of its services comprises all ele- 
ments dealing with modern mer- 
chandise_ presentation, product 
and package design, display pro- 
motions, sales plans, architectu- 
ral layouts, etc. W. L. Stens- 
gaard is president and has been 
in this field for more than 
years. 


AMES METAL MOULDING 
IN NEW QUARTERS 


Ames Metal Moulding. Inc.. 
manufacturer of metal covered 
mouldings has moved into new 
quarters at 225 E. 144th St., New 
York City, giving the company 
greatly increased floor space. The 
company has also increased its 
manufacturing facilities and 
added more than 100 new shapes 
of molding to its line. A new 
catalog on its products is avail- 
able. 


OF VALVOLINE OIL 


W. H. Edwards has been ap- 
pointed vice-chairman of the 
board of directors of the Valvo- 
line Oil Cincinnati, Ohio, 
not vice-president of the company 
as was recently announced. Mr. 


Co.. 


| Edwards was formerly president | 
| of the concern, 


CUTLER-HAMMER MOVES 
CINCINNATI OFFICE 


Cutler-Hammer, Inc., Milwau- 
kee, Wis., manufacturer of elec- 
tric control apparatus, has moved 
its Cincinnati office to the Amer- 
ican Building, Central Parkway 
at Walnut. This office handles 
the complete line of Cutler-Ham- 
addition to 
with -its 


mer equipment, in 


dis- 
service entrance 


switches, and 


equipment. 


EVEREDY HAS SALES AGENT 
ON PACIFIC COAST 

G. M. founder and 

president of the G. M. Vinton 

Co.. Portiand, Ore., has been ap- 


Vinton, 


pointed by The Everedy Co., 
Frederick, Md., as representative 
for its Speedy Clean chrome 
cooking utensils and Evercraft 


The territory will include 
Denver to the Coast. 


gifts. 
from 


color, | 
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SIMMONS HDWE. AND PAINT 
REELECTS ITS OFFICERS 


At the recent annual meeting 
of the directors of the Simmons 
Hardware and Paint Corp., St. 
Louis, Mo., the following officers 





L. E. CRANDALL 


were elected to succeed them 
selves: L. E. Crandall, president ; 
H. A. Hoeynck, vice-president ; 
L. W. Crenshaw, secretary; W. N. 


| Halliday, treasurer; A. W. Kirby, 


and C. H. 
secretary. 


treasurer, 
assistant 
Duncan I. Meier, secretary-trea- 


assistant 


| surer of the Ludlow-Saylor Wire 
EDWARDS NOW ON BOARD | 


Co., St. Louis, was elected chair- 
man of the board, succeeding 
W. B. Snow of Boston. Mr. 
Meier has been closely associated 
with the hardware business prac- 
tically all his life. His father, 
Henry M. Meier was one of the 





H. A. HOEYNCK 


pioneers of hardware wholesal! 
St. having 
an early partner of E. C. 
mons, with whom he was 
ciated 34 years. 

At the concern’s annual mee! 
ing of stockholders, Mr. Meier. 
Mr. Crandall and Mr. Snow 
were elected to succeed them 
selves as directors for a period 
of three 


ing in Louis, been 
Sin 


asso 


years. 
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EARL A. TANNER HEADS MILCOR STEEL; 
LOUIS KUEHN IS BOARD CHAIRMAN 


At the annual meeting of the 
Mileor Steel Co.. Milwaukee. 
Wis., Earl A. Tanner was elected 





EARL A. TANNER 


presidency of the 
pany. Mr. Tanner was formerly 
executive vice-president. He has 
been with the company for 18 
years, starting in the sales de- 
partment of the company and 
-hortly afterward becoming man- 


to the com- 


ager of jobbing sales. 
For six years, Mr. Tanner was 


general manager of the com- 
pany’s plant at Canton, Ohio, 
where during that time, new 
buildings and machinery were 


added to make that unit of the 
company one of the most efficient 
organizations of its kind. Mr. 
vice-presi- 


Tanner was made a 





LOUIS KUEHN 


dent in 1931 and executive vice- 
president in 1937, 

Louis Kuehn, former president, 
was named chairman of the 
hoard, a newly created post. E. 
L. Lipman was chosen to succeed 
\. J. Luedke as secretary and 
treasurer. Mr. Luedke recently 
resigned, 


The Mileor Steel Co. is one of | ie + 


the largest manufacturers 
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| 


eaves trough, conductor pipe and 
other sheet metal products. It 
is an important fabricator of 
fireproof building materials from 
sheet steel. The company oper- 
ates plants in Milwaukee, Can- 
ton, Chicago, Kansas City, Mo., 
and La Crosse, Wis. 


SMALL BUSINESS MEN’S 
ASSN. STARTS MEMBERSHIP 
DRIVE 

Under the direction of DeWitt 
Emery, its founder, the National 


Small Business Men’s Associa- 
| tion, Akron, Ohio, is engaging 








upon a membership drive prior 
to holding a spring convention. 
Mr. Emery organized this group 
“to give the small business men 
throughout the country a strong 
and united voice in making 
known their needs to the gov- 
ernment.” 

The National Small Business 
Men’s Association will send out 
field workers to organize smaller 
local units comprised of busi- 
nesses, irrespective of their in- 
terests. The organization, it is 
stated, will operate as a national 
group and will work for those 
things which will benefit the 
country as a whole rather than 
sectionally. 

For the spring convention, two 
delegates will attend from each 
local group. They will represent 
the opinions of their units. A 
special committee will review 
these suggestions and a program 
will be evolved which will be 
voted upon by the convention. 
The final program will be the one 
adopted by the group as an as- 
sociation and one which it will 
sponsor hefore Congress. 


ASSOCIATED KETTLE 
CLUBS MEET IN JUNE 
The Associated Pot and Kettle 
Clubs of America will hold their 
annual convention, June 24-26, 
1938, at the Santa Barbara Bilt- 
more Hotel, Santa Barbara, Calif. 
W. Clark Wright, Meier & Frank 
Co.. Portland, Ore., is secretary- 
treasurer, 


FOURTEENTH FLOOR MART 
CLUB ELECTS OFFICERS 


At the annual election of of- 
ficers of the Fourteenth Floor 
Mart Club held in the Merchan 
dise Mart, Chicago, March 4, all 
officials in office the past year 
were unanimously re-elected with 
the exception of W. E. Anderson, 


National Sewing Machine Co., 
who declined a_ second term. 
Swardsted. Florence Stove 


of | Co., Gardner, Mass., was elected | 





treasurer to sueceed Mr. Ander 
son. 
Walter Nye will continue as 


president, J. 
lic Stamping and Enameling Co., 
vice-president; filling the other 
vice-presidencies will be E. G. 
Blumenschein, National Enamel- 
ing and Stamping Co., Mil- 
waukee, Wis.; J. A. Wilson, 
Aluminum Goods Mfg. Co., Man- 
itowac, Wis.; S. H. Pattison, 
The Stanley Co., and N. H. Me- 


Cleary. Bersted Mfg. Co Esther 


G. Green, Sanitary Refrigerator 
Co., was elected to the newly 
created post of recording sec 


retary. 


WEDOW IN CHICAGO 
FOR NATIONAL SCREW 


Charles L. Wedow has 
appointed manager of the Chi- 
cago sales office of The National 
Screw & Mfg. Co., Cleveland, 
Ohio. Mr. Wedow before joining 
the company last year was with 
the Cleveland Cap 
and prior to that 


been 


Screw Co. 
served for 
some years as sales manager of 
the Superior Screw & Bolt Co. 
J. J. English has been transferred 
from the headquarters sales de 
partment at Cleveland to the 
Chicago office. 


A. Bennett, Repub- | 


FLETCHER EMPLOYEES 
PLAN REUNION 


Former employees of the Fletcher 
Hardware Co., of Detroit, Mich., 
| wholesale hardware concern, 
| which discontinued its business 
| in 1913, are planning a second 
reunion after a lapse of 15 years. 
The employees held a reunion in 
| 1923 but none since that date. 
| The next reunion will be held 


|on the evening of April 9. 
Clarence R. Harvey, 411 New 
Center Bldg., Detroit, is the 


| 
| chairman of the committee at 
| condine the affair. 

| 


EAGLE RULE MFG. CORP. 

ADVANCES GASSTROM 

Eagle Rule Mfg. Corp., 510 
520 Hunts Point Ave., New York 
City, manufacturer of mechanics’ 
rules, has promoted Evald H. 
Gasstrom to the position of vice 
president to assist in general ad- 


ministration. 


GALVANIZERS COMMITTEE 
HOLDS SPRING MEETING 


The fourth 
Galvanizers Committee will be 
held at the Hotel Statler, St. 
| Louis, Mo., April 25 to 27. 
| 


meeting of The 











PUSHEE BRUSH ANNOUNCES 
CHANGES IN SALES PERSONNEL 


Barron K. 
become 
eral manager of J. C. Pushee & 
Sons, Inc., brush manufacturer 
of Boston, Mass., it was an- 
nounced — by Horton 
Pushee, president. Mr. Throck- 
morton, assisted by an augmented 
sales force, plans to expand the 


Throckmorton has 
vice-president and gen- 


George 


sales and merchandising activi- 
ties of the firm. He was formerly 


Brush 


associated with The Star 


Co., Long Island City, New York, 
| as vice-president and sales man 
| ager. 

| Frank E. Gallagher has been 
| appointed sales manager. He 
| was formerly with the Rubberset 
| Co. Samuel D. Childs is special 
| representative in charge of the 
company’s western division; J. F. 
Gallagher -and A. F. Wheeler are 


| territorial representatives. 





Barron K. Throckmorton and George H. 


Pushee 

















ISHAM HEADS WIRE SALES 
AT SHEFFIELD STEEL 


R. V. Isham has ap- 
pointed manager of sales, wire 
division, Sheffield Steel Corp., 
Kansas City, Mo. Mr. Isham has 


been 





R. V. 


ISHAM 


the company nearly 
10 years, having become 
ciated with the firm in 1928, 
supervising dealer sales. Later 
his work included jobber sales 
supervision. He extensive 
experience in the sale of Shef- 
field’s varied line of products and 


been with 


asso- 


has 


has a wide acquaintance in the | 


steel consuming field, having 
traveled over almost the entire 
territory from Chicago to the 
West coast and from Canada to 


Mexico. 


TWINE AND LATH YARN 
SIMPLIFIED PRACTICE 


The current revision of Simpli- 
fied Practice 
R92-32, Hard Fiber Twine and 
Lath Yarn, has been accorded 
the required degree of acceptance 
by the industry, and is to be- 
come effective April 1, 1938, ac- 
cording to an announcement of 
the Division of Simplified Prac- 


| 


| 


| charge 
| Simplified 


| able, mimeographed copies of this 


simplified practice recommenda- 
obtained without 
the Division of 
Practice, National 
Bureau of Standards, Washing- 
ton, D. C. 


may be 
from 


tion 


| HARDWARE PACKAGES WIN 


AWARDS IN COMPETITION 


The following are some of the 
firms who won awards in the 
1937 All-America Package Com- 
petition: Heiz & Heiz, Ine., 
Brooklyn, N. Y., first award in 
the metal container group for 
its Heizbox, an all-metal, hop- 
per-front box for packaging 
bolts; the Murphy Varnish Co., 


Newark, N. J., a silver trophy in | 


the collapsible tube group, for 
“Unitainer” tubes for A-La-Carte 


colors: Kingston Products Corp., | 
g i’ 


| Kokomo, Ind., top honors in the 


fibre can group for its hermeti- | 


cally sealed, metal-end fibre can 
for packaging roller skates: B. 
F. Goodrich Co., Akron, Ohio, 
top honors in the shipping con- 


| tainer group for its corrugated 


shipping container for 
hose, and The Shakespeare Co., 
Kalamazoo, Mich., an award in 
the shipping container group for 
Shakespeare balanced tackle out- 
fits, completely assembled in a 
display box. 


GENERAL ELECTRIC OPENS 
DISPLAY KITCHENS 


The Specialty Appliance Sales | 


| Division of the General Electric 


has opened to the public a group 
of new display kitchens and en- 


tirely new home service kitchens 
| in the General Electric Institute, 


Recommendation | 


tice, National Bureau of Stand- | 


ards. The revised recommenda- 
tion will be identified as Simpli- 
fied Practice Recommendation 
R92-33. 

This recommendation lists no- 
menclature, ply, feet per pound, 
tensile strength, and put-ups for 
various kinds and 
hard fiber twines, including lath 
yarns. 

The original recommendation 
was approved at a general con- 
ference of producers, distributors, 
and users in 1928, and the first 
revision became effective in 1932. 
The current revision retains all 
items of the first revision, and 
adds certain new kinds and put- 
ups of twine for which there is 
general demand. 

Until printed copies are avail- 


classes of 
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Nela Park, Cleveland, Ohio. 
The home service kitchen in- 
cludes a testing and training 
laboratory, a home-sized kitchen, 
an experimental kitchen, a home- 
sized dining room, a reception- 
living room, offices, and a lec- 
ture-demonstration room. The 
display sections include’ two 
types of apartment kitchens, an 
early American, a country, and 
a penthouse kitchen, and _ the 
famous Magic Kitchen. The old 
and the new are combined to 


| PAINT AND VARNISH BRUSH MANUFACTURERS 


garden | 


make these kitchens interesting 
not only from the standpoint of 
beauty, but also the practical ap- 
plication of equipment is demon- 
strated. A complete description 
of each kitchen is given in Bul- 
letin No. 35 available from the 
Home Service Section of the ap- 
pliance and merchandise depart- 
ment, General Electric Co., Nela 
Park, Cleveland, Ohio. 
SEATTLE KETTLE CLUB 
PLANS DINNER-DANCE 


The Seattle Pot and Kettle 
Club is planning a dinner-dance 
(in the Spanish Ball Room of the 
| Olympic Hotel in Seattle, Wash., 

March 26. William Keller, Wil- 
|liam Keller Co., is chairman of 





| the committee. 


BOWMAN IN CARBORUN- 
DUM’S TWENTY-FIVE 
YEAR CLUB 


| . Francis D. Bowman, advertis- 
}ing manager, The Carborundum 
|Co., Niagara Falls, N. Y., whose 

29 years of service with his com- 
| pany has made him eligible for 

its 25-Year Club has become a 
| full-fledged member of that ser- 





FRANCIS D. BOWMAN 


vice organization. Mr. Bowman, 
previous to his connection with 
The Carborundum Co., spent 


sistant secretary of the Chamber 
of Commerce in Buffalo, N. Y. 





TO CONFER ON TRADE PRACTICES 


A trade practice conference for 
the paint and varnish brush man- 
ufacturing industry has been au- 


| thorized by the Federal Trade 


Commission and will be held in 
Atlantic City, Friday, March 25, 
at 10 am., in the Traymore 


Hotel. 
Among objectionable _ trade 
practices expected to be dis- 


cussed are misbranding, misrepre- 
sentation, inducing breach of 


contract, 
tion of trade marks and trade 
names, commercial bribery and 
substitution of products. 

This industry comprises ap- 
proximately 45 concerns engaged 
in the manufacture and sale of 
paint and varnish brushes. The 
industry’s total capital invest- 
ment is said to be approximately 





about $13,000,000. 





DEVOE & RAYNOLDS HONOR 
GRAY’S SERVICE RECORD 
Signalizing his 55 years’ con 

nection with Devoe & Raynolds 

Co., Inc., New York City, E. T. 


Gray, chairman and western dis- 





GRAY 


E. T. 


trict manager, was tended a ban- 
quet at the Racquet and Tennis 
Club by president E. S. Phillips, 
following the annual meeting of 
the Devoe board of directors. 
Mr. Gray was presented with a 
solid silver cigar box engraved 
with the signatures of all direc- 
tors of the company and appro- 
priate inscription. 

At the age of 12 Mr. Gray 


| became an errand boy in Devoe’s 


Chicago office. In 1887 he sold 
Devoe products in northern Tlli- 
nois and in Wisconsin and four 


| years later he located in Oshkosh, 


Wis., in which area he continued 
to serve the country territory 
for many years. He later was 


| placed in charge of several mid- 


| western 
| was 


salesmen and in 1917 
to Chicago to 
become general sales manager 
for the Chicago branch. In 
1924 Mr. Gray was appointed 
western district manager in 
charge of all Devoe interests 


transferred 


| in the western part of the coun- 


try and a short time later was 


| elected a member of the board 


eight years as a newspaper re- | 
porter and two years as the as- | 


false invoicing, imita- | 


of directors. 


74 YEARS OLD HARDWARE 
CONCERN MOVES STORE 


The 74-year-old hardware, gun- 
smith and locksmith store of 
Joseph L. Raub in New London, 
Conn., recently moved to 26 Bank 
St., in that city, after having 


| been located in Golden St. for 


| on the business. 
$10,000,000, and the annual sales | 


| 


36 years. The business was 
originally located in Bank St. 
Joseph L. Raub, who estab- 
lished the business in 1864 


| passed away in 1910 at which 


time his son, Charles B., carried 
The business 
is now conducted by Edward L 


Raub. 


HARDWARE AGE 

















ee REEM LET aA. 


POSER OTM GP eR TE 


E 





SOUP ERENT o>. lla aaa rn 


PARLEY 








SEE UNEMPLOYMENT SOLUTION 
IN CONSUMER COOPERATIVES 


(Washington Bureau 
of Hardware Age) 


Consumer agitation in Con- 
vress is becoming more voluble 
for the first time since the NRA 
days. 

The Senate Committee on Un- 
employment and Relief has been 
told that the most effective way 
of solving the unemployment 
problem is through the establish- 
ment of consumer cooperatives. 

E. R. 
tary of the Cooperative League, 
testified that the 
movement in Finland 
Sweden “has been a vital factor” 


Bowen, general secre- 
cooperat ive 
and 


in the practically complete elim- 
ination of unemployment. 

He contended that a coopera- 
tive economic organization more 
powerful than “private monopo- 
lies” can force the lowering of 
consumer prices and the raising 
of producers’ pay, and a more 
equitable distribution of — pur- 
chasing power would result. 

A central consumer agency in 
the Federal 
he established under a plan pro- 


Government would 
posed by a committee from the 
Consumers’ National Federation 
which “marched” on Washington 
last month. 

Its purpose would be to initi- 
for defining 


standards of consumer goods, col- 


ate proceedings 

lect and disseminate information 

for consumer use, represent con- 
- 

sumers » before government reg- 

and 


ulatory bodies 





coordinate | 
| 


the services of existing consumer 
departments. 

The group was led by Miss 
Helen Hall, chairman, who de- 
clared in a statement that the 
“bargaining positions of labor, 
of farmers and of capital are 





strengthened by organization and | 


by legislation” and that the 
“growing complexity of our eco- 
nomic life leaves the consumer 
in a progressively worse bargain- 
ing position.” 

The committee called on Pres- 
ident Roosevelt and visited other 
Government departments includ- 
ing the Federal Trade Commis- 
sion. It also proposed a Con- 
gressional inquiry for the benefit 
of consumers and the publication 
of an FTC report completed in 
1935 covering the extent of al- 
leged monopolistic controls over 
food and other farm products. 


Consumers’ organizations of 


Association of New York at the | 


March 15 meeting held at the 
Railroad Machinery Club, 30 
Church St., New York City. He 
indicated that some of the things 


| 
| 
| 





government is trying to do in the | 


way of regulating business are 
proper, in his estimation. 


Em. | 


phasizing that you get what you | 


give in business he stated that 


| selling is giving another party | 
something for which they will 
give you something you want. 


Good businessmen are developed 


as the result of hard times, he 
declared. There are, Mr. Cole 
stated, two ways to stop govern- 
ment regulation of business 

having business regulate itself o: 
having business regulate the gov- 


ernment, 

The meeting, which was at- 
tended by 40 members and 
guests, was presided over by 


W. W. Edwards, Federal Hard- 


| ware Co., New York City. 


this type are expected to press | 


for FTC correction of many prac- 
tices held to be harmful to con- 


sumers under the broadened 
powers conferred on the Com 
mission by the new Lea-FTC 


law. 


HARDWARE TRADE ASS‘N 
HEARS JOHN P. COLE 


Government regulation of busi- 
ness is probably as old as busi- 
ness, John P. Cole, vice-president, 
Biddle Purchasing Co., New 
York City, told and 
guests of The Hardware Trade 


members 





RURAL WATER SYSTEM 
LOANS ARE INSURABLE 


A water system for a farm or 
suburban is eligible for 
insurance under Title 1 of the 
National Housing Act and may 
now be purchased on the de- 
ferred payment plan with month- 
ly or seasonal payments spread 
over five years, it has been an- 
nounced by the Electric Water 
Systems Council. 


home 


The government does not make 
The loan is made by 
a bank, building and loan asso- 
company, or 
No mort- 


the loan. 
ciation, finance 
other lending agency. 
gage is required. 








W. W. True, president, True 
& Blanchard Co., Inc., New- 
port, Vt., and Mrs. True en- 
joying a winter vacation in 
Bradenton, Fla. Mr. True has 
been a hardwareman since 
1884 and is a past president of 
the New England Hardware 
Dealers Association. 


PROCLAIM NATIONAL 
AIR MAIL WEEK 
The week of May 15 to 21 has 
been designated as National Air 


Mail Week to intensify the Amer 


ican people’s consciousness — of 
aviation and the air mail. The 
observance will also commem- 


orate the twentieth anniversary of 
the inauguration of the air mail 
service, started May 15, 1918, 
and serve to educate the citizens 
in the use of air mail showing its 
progress, dependability, safety 
and value, and to increase the 
use of air mail so that further 
expansion of this new service 
will be made possible. 








NATIONAL HARDWARE STORES DINNER 





The closing dinner of the spring meeting of the National Hardware Stores, sponsored by Bigelow & Dowse Co., Boston, 
Mass., Feb. 22, 1938, at the City Club in Boston. It was an all-day meeting with appropriate talks by the following 
executives of Bigelow & Dowse Co.: President, Charles Dillingham, Vice-President J. Frank Miller, Sales Manager 
Joseph Kennedy and Assistant Treasurer, Leon A. Paine. The meeting room was flanked on two sides with a wide assort- 
ment of merchandise displays, featuring new, seasonal and special merchandise. The speakers all stressed the need 
of building greater store traffic in hardware stores and of selling more goods to those who come in the stores. 
Advertising plans for the selling season were outlined. 
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OBITUARIES 








WILLIAM L. BLUMBERG 


William L. Blumberg, promi- 
nent New York City hardware 
merchant and president of Wil- 
liam L. Blumberg Co., Inc., 31 
Warren St., New York, passed 





WM. L. BLUMBERG 


March 7 in his home at 
Long Island. He 


away 
Cedarhurst, 
was 6]. 

Born in New York City’s lower 
East Side, Mr. Blumberg be- 
gan his career as a hardware 
clerk and rose to the presidency 
of one of New York’s largest 
wholesale hardware firms. At the 
age of 13 he went to work in the 
shipping department of a New 
York store. He became a sales- 
man and later an executive of 
the firm. In 1898, he founded his 
own firm, the William L. Blum- 
berg Co. 

Active in the civic affairs of 
his community, Mr. Blumberg 
was a village trustee in 1924 and 
served successive terms in that 
office until 1933 when he became 


mayor, serving until 1937. Mr. 
Blumberg was also a_ philan- 
thropist and contributed gen- 
erously to many far-reaching 
charities. 

He leaves his widow, three 
daughters and two brothers, 
Alexander M. and Joseph M. 
Blumberg. 


BEN JACKSON DURHAM 


Ben Jackson Durham, 85 
former president of the Kentucky 
Hardware & Implement Associa- 
tion. died recently at his home 
in Danville, Ky. He retired from 
the hardware business in Feb- 
ruary, 1927, after many years of 
activity as a hardware and imple- 
ment dealer. Mr. Durham took 
a very active part in civic and 
business activities in his com- 
munity. He was a member of 


the local Odd Fellows lodge, one 
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of the first directors of the Cen- 
tral Kentucky Building & Loan 
Association and a charter mem- 
ber of the local hospital board. 

He is survived by two sons 
and three daughters. 





EDWARD V. MAGUIRE 


Edward V. Maguire, asso- 
ciated with The National Screw 
& Mfg. Co., Cleveland, Ohio, for 
19 years, died Feb. 21 in Chi- 
cago of a heart attack. After 
leaving Cleveland, where he had 
lived for over 40 years, Mr. 
Maguire was located successively 
in Buffalo, Detroit, and Chicago. 
He was in charge of the Chicago 
sales office of The National 
Screw & Mfg. Co. for the past 
seven and a half years. 





CHARLES M. BECK 


Charles M. Beck, 68, widely- 
known retired business man and 
former member of Hollopeter, 
Beck & Eisiman, hardware and 
building supply dealers of Fort 
Wayne, Ind. Mr. Beck had been 
in the hardware business for 30 
years, retiring in 1922. He estab- 
lished his first hardware store at 
Poneta, Ind., and later opened 
hardware stores at Markle and 
Columbia City. 

He came to Fort Wayne in 
1902 to become a member of the 
newly established firm of Hollo- 
peter, Beck & Bloom. Several 
years later Ray Eisiman replaced 
Mr. Bloom as a member of the 
firm. 

Mr. Beck leaves his widow 
and five children. 





WILLIAM B. DANIEL 
William B. Daniel, 74, presi- 
dent, Dorset Hardware Co., Rich- 
mond, Va., died recently follow- 
ing an illness of two weeks. 





CUMMINGS H. TUCKER 


Cummings H. Tucker, vice- 
president, The Tucker Co., 75 
Murray St., New York City, died 
Feb. 21, at the age of 80. He 
entered business in 1885 and had 
been vice-president of the Tucker 
company since 1902. Mr. Tucker, 
who was an active churchman, is 
survived by Mrs. Tucker. 


JOHN H. SAYWARD 


John Healey Sayward, 80, re- 
tired hardware merchant and 
former president of the New 
England Hardware Dealers As- 
sociation, passed away March 1 
at his home in Haverhill, Mass. 
Mr. Sayward was connected with 
the hardware business for over 





50 years, most of the time con- 
ducting a hardware store in 
Haverhill, the John H. Sayward 
Co. He served two terms as 
president of the hardware as- 
sociation. 

Mr. Sayward was a director of 
Haverhill Cooperative Bank, 
Haverhill Morris Plan Bank, and 
the Haverhill Boys’ Club and was 
also a member of several fraternal 
organizations. 


A. W. SEXSMITH 


A. W. Sexsmith, vice-president 
and general sales manager of the 
Phoenix Mfg. Co., Joliet, IIl., 
passed away Feb. 26, in Chicago. 
He was 71. Born in Toronto, 
Canada, Mr. Sexsmith went to 
New York at an early age where 
he conducted his own business, 
manufacturing cabinet furniture. 

In 1911, he became associated 
with the Rhode Island Perkins 
Horseshoe Co. of Providence as 
sales manager. In 1914, he 
joined the Phoenix Mfg. Co. He 
leaves his widow, a daughter, 
and a granddaughter. 





PERRY C. TIEDEMAN 


Perry C. Tiedeman, 69, who re- 
tired as vice-president of The 
Standard Electric Stove Co., 
Toledo, Ohio, in 1937, passed 
away suddenly of apoplexy in To- 
ledo on Feb. 25. 


A. P. CHURCH 


A. P. Church, 72, oldest mem- 
ber of the sales force of the F. 
E. Myers & Bro. Co., Ashland, 
Ohio, from the standpoint of con- 
tinuous service on the road, 
passed away recently at his home 
in Nashville, Tenn. Mr. Church 
had traveled for the company for 
43 years, covering several south- 
ern states. He leaves his widow, 
a son, R. N. Church, and a 
daughter. 


M. E. PORTER 


M. E. Porter, president of the 
American Hardware Co., Bowling 
Green, Ky., died following a brief 
illness. He was 81 years old. 
He had been president of the 
hardware company since 1919. 
His widow survives. 





DUARD CALVIN 


Duard Calvin, 53, hardware 
dealer at Nashville, Ind., passed 
away recently. Mr. Calvin at the 
age of 14, together with his 16- 
year-old brother, formed the hard- 
ware firm of Calvin Brothers. He 
leaves his widow and a daughter. 





MRS. MARGARET BAHN 


Mrs. Margaret Bahn, 87, widow 
of the founder and the mother 
of the present owners of the 
Bahn Bros. Hdwe. Co., Cape 
Girardeau, Mo., passed away re- 
cently. 


JOSEPH DULAC 


Joseph Dulac, 83, founder of 
the plumbing and hardware firm, 
J. Dulac & Sons, Lewiston, Me., 
died recently at his home there 
after a lengthy illness. He estab- 
lished his business in 1905 with 
his sons, Joseph, Jr, Gedeon and 
Wilfred, associated with him. 
Two other sons, Alphonse and 
Adelard, and four daughters sur- 
vive. 








MODERN KITCHEN BUREAU 
PLANS BOOK FOR 1938 


The Modern Kitchen Bureau. 
420 Lexington Ave., New York 
City has issued an attractively 
illustrated and spiral-bound 1938 
Plan Book presenting its kitchen 
equipment promotions for the 
year. The book presents the 
aims of the Bureau and tells how 
dealers may use its services. 
Graphically presented are the 
various programs originated for 
electric ranges, electric refrig- 
erators, electric water heaters, 
and the complete modern kitchen. 
Order forms for display material 
are also contained in the bro- 
chure. 


ISSUE 1938 EDITION OF 
CUSTOM HOUSE GUIDE 


The 1938 edition of the Cus- 
tom House Guide, published by 
Custom House Guide, Box 7, Sta- 
tion P, Custom House, New York 
City, contains the new U. S. Cus- 
toms Regulations of 1937, which 
supersedes the old 1931 regula- 
tions. The alphabetical index of 
30,000 commodities has been en- 
tirely revised by customs and 
statistical experts. Opposite each 
commodity are the new rates of 
duty provided for in sixteen 
reciprocal trade agreements. 

Other data includes port sec- 
tions completely covering activi- 
ties and facilities of all principal 
ports. There is a general infor- 
mation section including: foreign 
forwarding agents, weights, mea- 
sures, coin values, trade terms, 
air services, Federal Alcohol Ad- 
ministration and information on 
a number of other subjects. The 
Custom House Guide, 1938 edi 
tion, sells for $15.00. 
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Tool Prices—The demand for 
carpenters’ and mechanics’ tools is 
picking up moderately, in line with 
the oncoming season, but with very 
few price changes lately reported in 
either direction. 

* * * 

Chain Lines—Leading manu- 
facturers of chain have reduced quo- 
tations about 10 per cent this month. 

- * ~ 


Range Boilers, etc.—Quota- 
tions on range boilers have recently 
dropped 15 per cent, following a 
long advancing trend culminating 
last year, totaling perhaps 30 per 
cent. The new.quotations seem firm, 
but buying is still restricted to ac- 
tual needs for current installation. 

* . * 


Aluminum Teakettles — Cast 
aluminum teakettles have been re- 
duced by some makers 1714 to 20 
per cent. 

* * — 

Cotton Filter Disks — There 
has been a decline on cotton filter 
disks of some 5 to 6 per cent. 

* * * 


Eagle Lead Pigments—As of 
March 10, 1938, The Eagle-Picher 
Lead Co., Pigment Div., Temple Bar 
Bldg., Cincinnati, Ohio, announced 
a decline in the price of Eagle Lead 
Pigments, in barrels, dry. Items in- 
clude Super Sublimed White Lead, 
Sublimed White Lead, Sublimed 
Blue Lead and Carbonate of Lead. 


* + 


Paint News—Few price 
changes are reported in paint lines 
recently, though on March 10 an 
advance of 2 cents per gallon on 
turpentine was noted, and on the 
same date there was a decline of 
1% cent a lb. on white lead in oil. 


MARCH 24, 1938 


March 24, 1938 


ADVANCES 


Turpentine. 


DECLINES 


Chain. Range Boilers. 
Some Cast Aluminum Teakettles. 
Cotton Filter Disks. Zinc. 


Linseed oil dropped 11% cent a gal- 
lon on March 15. January statistics 
on paint sales throughout the indus- 
try, recently reported by the Depart- 
ment of Commerce, showed sales 
slightly above 21 million dollars, 
compared to 30 million for January, 
1937. About the same rate of de- 
crease is carrying forward since. 
*¥ * ¥ 
General Electric Sales—Pre- 
liminary sales reports of General 
Electric Co. sales for 1937 indicate 
total sales billed were $349,740,000, 
compared with $268,545,000 for 
1936, an increase of 30 per cent. 
Orders received for 1937 amounted 
to $379,274,000, as compared to 
$296,748,000 for 1936, or an in- 
crease of 28 per cent. 
<a * * 


Oil Burner Shipments—Ship- 
ments of oil burners, according to 
reports of 178 manufacturers to the 
U. S. Department of Commerce, in 
January, 1938, totaled 6338 units, 
as compared to 9274 in January, 
1937. December, 1937, shipments 
totaled 8239 units. 


* + 


Electric Refrigerators, etc.- 
This is the season for extensive ad- 
vertising campaigns by most of the 
makers and distributors of electric 
refrigerators. The attractive im- 


Eagle Lead Pigments. Linseed 
Oil. 


White Lead in Oil. 


provements offered in the late mod- 
els, complete with more and more 
conveniences, are helping to break 
down the natural buying caution to- 
day prevalent among householders. 
January was an off-season month for 
refrigerator sales, but it was the last 
month for which comparative sales 
statistics have been announced by 
the industry. The sales drop dur- 
ing January was extremely sharp- 
to a total of some 107,000 units. 
compared with nearly 173,000 in 
January, 1937. The drop in sales of 
washing machines during January 
from the year previous was rela- 
tively about as sharp, with sales for 
the month off 40.3 per cent from a 
year ago—to a total of 72,600. 
Household ironers also were off dur- 
ing January, declining 431% per cent 
to a total of 8967 units. 
* % * 

A Correction — The retail 
hardware store sales figures quoted 
on page 80 of the March 10, 1938. 
issue of HarpwaARE AGE were for 
the month of January, 1938, and 
not for December, 1937. as indi 
cated. As soon as sales figures for 
February, 1938, are available they 
will be published in these columns. 

* * * 


Steel Production—A rise of 
two points in steel ingot production 
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to 32 per cent of the country’s ca- 
pacity occurred last week, without 
material aid from the automobile in- 
dustry, railroads or building con- 
struction, improvement being partly 
seasonal in character and partly due 
to depletion of inventories, the 
March 17 issue of The Iron Age 
reported. Production was up three 
points at Pittsburgh to 29 per cent: 
up two-and-a-half points at Chi- 
cago to 30 per cent; down three 
points in the Valleys to 29 per cent. 
and up one point in eastern Penn- 
sylvania to 29 per cent.  Produc- 
tion increased five points in the 
Cleveland-Lorain area to 26 pet 
cent; up seven points in the Wheel- 
ing-Weirton district to 57 per cent. 
and up four-and-a-half points in 
the South to 45 per cent. In the 
southern Ohio area there was a gain 
of 15 points to 23 per cent. 


* x * 


Not So Bad—Retail hardware 
sales. although 7 to 10 per cent un- 
der last year’s record, are neverthe 
less making a very fair showing. 
considering the high rate of activity 
last spring, and the consequent high 
standards against which today’s 
comparisons must be made. Inven- 
tories, both wholesale and retail, are 
still definitely on a decline, though 
this trend toward liquidation can 
hardly continue much further. Re- 
plenishments are becoming more and 
more necessary. There are but few 
instances of large carry-overs of last 
year’s speculative purchases still on 
hand. It may be said that the av- 
erage inventory situation is normal. 
except among those manufacturers 
who purposely maintained employ- 
ment and operations, for some time. 
above their current demand. Among 
retailers, there is still little dispo- 
sition to order goods in advance of 
a season, or for more than current 
requirements. While numerous 
manufacturers of fall lines are put- 
ting out their price schedules for 
future deliveries, only in exceptional 
instances are early orders at all 
notable in volume. 


7 * * 


Spring Lines Moving — Sea- 
sonable lines are showing consider- 
able awakening, notably on fence. 
netting, and garden and _ poultry 
supplies. A good start is being 
made on roller skates and baseball 
goods. Little interruption to normal 
demand is noted on the staple spring 
agricultural tools. On most lines 
now in season, the prices put out 
last fall are holding, despite the fact 
that buying interest was lagging un- 
til very recent weeks. Orders are 
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still moderate in size, but come so 
generally from all quarters as to 
indicate that last year’s stocks were 
well sold out. 


* * * 


Signs of Betterment—Indus- 
trial operations contributed to a 
somewhat better outlook by signifi- 
cant slight upturns during the first 
half of March. Indications are ac- 
cumulating that a firmer bottom is 
establishing itself under commodity 
prices, and that the leading trade 
indexes are no longer dropping. 
Such shocks as the fast-moving 
events in Europe have hardly dis- 
turbed either commodity or security 
prices. The railroad rate increase 
classes as a disappointing decision 
to the roads, but the additional in- 
come obtainable under the decision 
of the LC.C. will be a substantial 
relief, probably as much as industry 
in general could safely absorb with- 
out some increases in basic price 
structures. While automobile output 
continues far below last year’s rate. 
there was encouragement as a result 
of this month’s successful campaign 
for used car selling. A consider- 
able portion of ‘dealers’ large stocks 
has been turned into money. and the 
way prepared for a better out-turn 
of new cars. 


* * 


Credit and_ Collections 
Wholesalers report that collections. 
after holding at a favorable rate dur- 
ing most of the winter, are becom- 
ing slower. and reserves for bad 
accounts are being strengthened as a 
result. Collections have not reached 
the danger point. although all com- 
panies are watching their open ac- 
counts closely. The supply of bank 
funds available for lending is now 
the highest in about) a year, and 
credit seems ample for those firms 
strong enough to take advantage. 
Bank clearings have been consistent- 
ly below the year-ago levels—pass- 
ing, in the week of March 9, their 
seventeenth consecutive week of 
decrease below 1937-1936. The 
latest period dropped 20.2 per cent 
from the similar week of last year. 


* * * 


Sees Business Upturn—From 
a business standpoint the trend of 
events at Washington is encouraging. 
says the United Business Service in 
its current report. The freight rate 
increase will help the railroads, and 
some revision of the tax structure is 
practically. a certainty. Moreover, 
there -are. strong. indications that 
further New Deal reforms will be 
shelved at least until after the fall 
election. It is significant that some 





two months have now elapsed since 
any verbal castigations of business 
have issued from Washington. Sea- 
sonal improvement this spring will 
be relatively late and modest in ex- 
tent. All the while, however, neces- 
sary adjustments are being made— 
of wages, production, inventories, 
and debts. Because these things are 
done piecemeal and in silence by 
thousands of firms, they lack the 
spectacular character of such sta- 
tistics as steel production, automo- 
hile output, and security prices. Yet 
they are of utmost importance in lay- 
ing the foundation for business im- 
provement. While it is too early to 
look for statistical evidence of a 
spring rise, activity should show 
some moderate upturn during the 
second quarter. 


* * * 


Commodity Prices—Advance- 
ing prices for farm products and 
certain industrial raw materials 
raised the Labor Department’s index 
of wholesale commodity prices 0.3 
per cent during the week ended Feb. 
26. This was the first rise in six 
weeks. It brought the index to 79.6 
per cent of the 1926 average. With 
occasional exceptions both ways. 
commodity prices are holding level 
during March. Occasional moderate 
dips are offset by similar slight rises 
in other goods. This persistence of 
price steadiness in the leading com- 
modity markets is gradually confirm- 
ing buyers in the belief that a near- 
bottom has been reached, and that 
in some markets a turn upward may 
appear before long, to warrant cov- 
erage toward the future. No sharp 
changes are looked for, and there 
will probably be ample opportunity 
for interested buyers to protect them- 
selves. Contrary to the recent gen- 
erally steady trend of metals, the 
domestic wholesale price of zinc was 
reduced 25 cents per 100 Ib. on 
March 9, with a second similar de- 
cline on March 14. Zinc was already 
lower than at any time during 1937, 
and at the new levels, it seems cer- 
tain that any recovery from the pres- 
ent depressed demand will bring a 
prompt upturn in quotations. 


* * * 


Building, Engineering Con- 
tracts—In February contracts award- 
ed for building and engineering 
work in the 37 eastern states amount- 
ed to $119,038,000, according to the 
F..W. Dodge Corp. This was a de- 
cline of 37 per cent from February, 
1937, and followed a drop in Janu- 
ary of 20 per cent from January of 
last year. Residential building un- 
dertaken in the 37 eastern states 
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rose 10 per cent during February, 
1938, as compared with the preced- 
ing month. 

* * * 

Farm Outlook—Crop _ pros- 
pects throughout the farm areas are 
favorable, both as to soil condition 
and acreage seeded. Spendings 
throughout the rural districts are not 
seriously curtailed. Farmers are still 
studying with a mixed.frame of 
mind the requirements for fitting 
themselves into the latest Govern- 
ment control program, but the cur- 
rent winter wheat crop is beyond 
such influence, its prospects today 
showing improvement over those at 
the close of 1937. Timely and bene- 
ficial rainfalls have removed the 
chief worry from the Southwest dust 
bowl areas, where considerable 





anxiety was felt two or three months 
ago. 


Freight Traffic — The first 
weekly gain in railroad freight traf- 
fic for some time was reported for 
the week ending March 5, up 8 per 
cent from the preceding week, in 
which probably the Washington’s 
Birthday influence was felt. Load- 
ings, however, at 177,413 cars, were 
still 24.3 per cent under the corre- 
sponding 1937 figure, and 12.9 per 
cent less than that for the similar 
1936 week. 


* * * 


Electric Output—Production 
of electricity in the March 5 week 
still remained above two billion 
kilowatt hours, and gained 0.2 per 


cent over the preceding week. The 
drop from the corresponding 1937 
week was only 7.5 per cent, and was 
distributed throughout all major sec- 
tions of the country. 
* * 

Vews—Reports 
Federation of 


Employment 
to the American 
Labor from its constituencies showed 
a union employment upturn in late 
January and early February for the 
first time in seven months. The gain 
was 0.6 per cent, only a small bet- 
terment, but considered as encourag- 
ing news after a winter when up- 
ward of three million workers were 
estimated to have lost their jobs. 
The A. F. of L. estimates that total 
unemployment at the end of January 
of eleven million 


was just short 


persons. 


“The Hardware Age ijtackboard 


O¢ Wholesale Hardware Sales and Collections on Cecounts “Receivable 
“T3y Geographic “Regions, Gor January, 1936 


(COMPILED BY THE U. S. DEPARTMENT OF COMMERCE, 


Firms 


Regions * Re- 


porting 
Sales 


NEW ENGLAND 

MIDDLE ATLANTIC 

EAST NORTH CENTRAL 48 
WEST NORTH CENTRAL Kh) 
SOUTH ATLANTIC 66 
EAST SOUTH CENTRAL 24 
WEST SOUTH CENTRAL 24 
MOUNTAIN 12 


PACIFIC 40 
UNITED STATES, TOTAL 409 


CREDIT MEN) 


Sales Reported 


January 1938 
percentage 
change from 


Jan. Dec. Jan. Jan. 
1937 1937 1938 1937 


—25.2 | —26.5 571 763 


- 24.5 — 26.9 3,182 4,212 


— 23.1 — 26.6 3,254 4,22S 


— 13.0 - 10.5 1,997 2,295 


-17.3| — 13 2,557 3,091 


- 20.2 + 5.6 1,653 2,071 


-23.3 | — 3.1 1,786 2,328 


—30.9 -—27.2 668 966 


—17.0'| —12.8| 3,613 | 4,280 


—20.7 -—16.6 | 19,181 24,185 


Thousands of Dollars 


IN COOPERATION WITH THE NATIONAL ASSOCIATION OF 


Percent** of collections 
: during month to 
Firms accounts receivable at 
Re- beginning of the month 
porting 
Collec- 
tions 


Dec. 
1937 


53 


60 
63 


58 





**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 


to accounts recejvable at beginning of month. 


principally to variations in terms of sales. 


*States comprising regions: 


New England (Conn., Maine, Mass., N. H., R. 1. Vt.) 


Middle Atlantic (N. J., N. Y., Pa.) 


East North Central (Ill, Ind., Mich.. Ohio, Wis.) 
West North Central (Iowa, Kan., Minn., Mo., Neb., N. D.. Ww 
. D.) 


8. D 
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The wide differences existing between the percentages for various kinds of business are due 


South Atlantic (Del., D. C., Fla., Ga., Md., N. C., S. C., Va., 
Va.) 


Va 


East South Central (Ala., Ky., Miss., Tenn.) 


West South Central (Ark., La., Okla., Texas) 


Mountain (Ariz., 


Colo., Idaho, Mont., Nev., N. M., Utah, 


yo.) 
Pacific (Calif., Ore., Wash.) 














Californians Study 
Effective Merchandising 





F. R. BAMMANN 


New President 


HE Hotel Whitcomb, San Fran- 
cisco, Calif., was the scene of 


one of the largest gatherings of 
the California Retail Hardware As- 
sociation, Feb. 15 to 17, 1938. The 
program was concentrated on more 
effective merchandising through im- 
proving the store layout, ithe quality 
of advertising, and capitalizing to 
the utmost on house equipment 
trends. 

President F. L. Parker suggested 
in his opening address association- 
sponsored radio programs for hard- 
ware merchants. This program was 
enlarged upon by a representative 
of the National Broadcasting Co. at 
a later session, when he demonstrat- 
ed two of the programs already pre- 
pared. The program is to center 
about a “Mr. Fixit” who will tell 
his audience how to do small neces- 
sary repair jobs about the home and 
office, mentioning the hardware store 
as the source of supply. 

Secretary LeRoy Smith in his 
annual report mentioned the acute 
labor situation and pointed out that 
the Golden Rule was the best solu- 
tion to labor trouble. Charles R. 
Isaacs of the National Retail Hard- 
ware Association discussed “Meet- 
ing Modern Competition.” 

Speaking on “Store Moderniza- 
tion,” William Boyce, Woodland, 
told his audience that people pre- 
ferred to shop in attractive stores. 
He suggested that merchants should 
attempt to borrow or draw from 
capital for modernization but to do 
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F. L. PARKER 
Retiring President 


so cautiously bearing in mind that 
it is unwise to modernize extensively 
unless the firm owns its building 
and unless the quarters are large 
enough to handle increased traffic. 
Store modernization, he said, will 
not bring lasting competitive ad- 
vantages because competition can 
also modernize, but it will definitely 
stimulate sales. 

G. D. Oliver, Stockton, empha- 
sized that new and up-to-date color 
schemes lend smartness to the store 
and are as essential as new fixtures 
and convenient arrangement, if 
women are to be attracted to the 
hardware store. William Odin, man- 
ager, Sacramento Retail Merchants 
Association, warned that unless 
dealers modernize their methods, 
any amount spent on store moderni- 
zation is wasted. Sales forces must 
also be trained to do a more efficient 
selling job. 

A highlight of the convention was 
the address of George H. Eberhard, 
president, George H. Eberhard Co., 
San Francisco, who spoke on the 
“Problems of 1938.” Mr. Eber- 
hard’s address was in the nature of 
a forecast of what may be expected 
in 1938 in the light of what has 
happened in the past few years. He 
expressed little hope for tax reduc- 
tion, pointing out that no govern- 
ment has ever reduced its expendi- 
tures. They always increase. 

The modern electric kitchen was 
the subject of Clyde E. Allen, 
Kitchen Appliance Co., San Fran- 


LeROY SMITH 


Secretary 


cisco, and it was cited as one of 
those developments that present a 
particularly attractive opportunity 
to the merchant who gears his sell- 
ing to take full advantage of it. 
Nine million homes now have elec- 
tric refrigeration and one and a half 
million have electric cookery. These 
homes present an exceptionally fer- 
tile field for the sale of equipment 
to make a fully modernized kitchen. 

Dealers were told not to hesitate 
to undertake this type of business 
through fear that it is still too much 
in the pieneering stage for in the 
first 9 months of last year 23 dif- 
ferent firms reported the sale of 25,- 
647 packaged kitchens more or less 
complete. The total value of this 
business was in excess of five and a 
half million dollars. Most interest- 
ing of all was the fact that the com- 
panies reporting covered an area of 
less than 10 per cent of the wired 
homes. 

The following officers were elected 
for 1938: Fred R. Bammann, Bam- 
mann Hardware, Oakland, presi- 
dent; Richard F. Liston, Liston 
Hardware, Morgan Hill, reelected 
first vice-president; A. R. McCor- 
mick, Arbuckle, second vice-presi- 
dent. New directors elected were 
Frank Holman, Mundorf Mercantile 
Co., Sonora; Max Ish, of the Sa- 
linas Hardware Co., Salinas, and 
George Linder. of the Linder Hard- 
ware, Tulare. The advisory board 
includes F. L. Parker, Chico; A. W. 
McKillop, San Francisco, and H. H. 
Weeks Sebastopol. 
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fict into this PROFIT PARADE! 


GOOD YEAR 
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GOODYEAR OAK 
— braided cotton 
cord carcass; finest 
low-priced hose built 


GOODYEAR PATH- 
FINDER—good light- 
er-construction hose, 
especiallysuitablefor 
low water pressure 


GOODYEAR GLIDE- 
astrong, serviceable, 
high grade hose; 
black corrugated 
cover 


GOODYEAR WING- 
FOOT — extremely 
durable and hand- 
some hose; with- 
stands kinking and 
twisting 


GOODYEAR SUPER- 
TWIST CORD—extra 
strong, light, ideal 
for women and chil- 
dren to handle 


GOODYEAR EMER- 
ALD CORD—de luxe 
hose of unequaled 
quality and beauty 


HIS season, stock all six lines of nationally- 
advertised Goodyear Hose —if you want to 
ride at the head of the hose-profit-parade in 


your community. 


Then you'll have the right hose, at the right 
price for every one of your customers — each 
hose the best for the money; each armoured 
with a special sun-resisting, non-cracking cover; 
each backboned with a stout cotton cord reenforce- 
ment that gives protection against the strains of 
yanking, kinking and dragging; each proudly 


bearing the greatest name in rubber. 
Stock up now —and go to town! 


THE GREATEST NAME 
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Some of those who attended Wisco’s eleventh annual meeting. 


Wisco Hardware Co. Reports 
Growth at Convention 


ONTINUED growth in sales 
C volume, profits and number of 

dealer-stockholders was re- 
ported by general manager J. A. 
Fitschen to a registration of 389 at 
the Hotel Loraine, Madison, Wis.. 
March Ist, to 3rd, 1938, for the 11th 
annual merchandising school and 
sales show of the Wisco Hardware 
Co., dealer-owned wholesale firm, 
Madison, Wis. Dealer membership 
was reported as 130, an increase of 
approximately 17 per cent for the 
year. 

Both morning and afternoon con- 
vention sessions were conducted 
through each of the three days. 
When not in meetings the dealers 
visited the merchandise exhibits of 
55 manufacturers. 

Following the opening address of 
President Roy Beat of Mt. Horeb, 
Wis., the minutes of the previous 
annual meeting were read by Mr. 
Fitschen. There followed the man- 
ager’s report for the year and a 
report by P. M. Ellinnson, treas- 
urer. At this session three members 
were elected to serve a three year 
term on the directorate. Elected 
were President Roy Beat, F. E. Mc- 
Kichan, Fennimore, Wis., an d 
George Crumb of Whitewater, Wis. 
Mr. Crumb is new to the board 
while Messrs. Beat and McKichan, 
two of the four Wisco founders. 
were reelected to succeed them- 
selves. 

A luncheon attended by dealers 
and manufacturers followed the 
opening meeting and was addressed 
by Hon. James Law, Mayor of 
Madison. The city, he said, was 
proud of Wisco Hardware Co., and 
declared Madison the center of 
educational interest. 
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J. A. FITSCHEN 


Secretary and General Manager 


Mr. Fitschen announced next that 
Krostue, Peterson & Dixon of Al- 
bany, Wis., had won the “1937 
Florida Contest.” The award con- 
sists of a trip to Florida with all 
expenses paid by the company. The 
contest was designed to reward the 
dealer who during the year cooper- 
ated most closely with Wisco 
headquarters merchandising plans 
including the use of window dis- 
plays, merchandise bulletins, dis- 
tribution of spring, fall and Christ- 
mas consumer catalogs as well as 
the placing of “future” orders, in- 
creased purchases, and attendance 
at dealer meetings. 

Miss Lelah Horning, Wisco ad- 
vertising manager, addressed the 
Tuesday afternoon session on sales 
promotion. Outlining the year’s pro- 
gram she declared that a business 
not worth advertising should be ad- 
vertised for sale, reminding the 
dealers that chain store competitors 


knew no break in their advertising. 
Miss Horning emphasized the im- 
portance to each member of the 
Wisco radio broadcast program—on 
the air three times weekly with from 
five to eight dealers mentioned in 
each broadcast and urged greater 
distribution of the Wisco consumer 
catalog and use by members of 
posters, price cards, banners and 
calendars prepared for them during 
the year. ; 

New lines of merchandise adopted 
were next outlined by Mr. Fitschen 
and each line in turn was described 
in detail by the manufacturer’s rep- 
resentative. One speaker in this 
group, a manufacturer of plumbing 
supplies, emphasized the growing 
importance of this line in the hard- 
ware trade. He said that half of his 
company’s production reached the 
consumer via the hardware store 
and that 85 per cent of all plumb- 
ing supplies sold was for replace- 
ment. For 50 years this manufac- 
turer did not sell the hardware 
trade. 

General Ralph M. Immel who 
spoke after the Tuesday dinner out- 
lined, in his discussion of “The 
World Situation,” the basic causes 
for the wars of history and the prob- 
able factors which might contribute 
to future international armed con- 
flict. 

The Wednesday morning session 
was devoted to the merchandising 
outlook for electrical appliances. 
L. A. Falk, sales manager, Wiscon- 
sin Power and Light Co., Madison, 
disclosed a rich market existing in 
Wisconsin for major electrical ap- 
pliances. In spite of its high stand- 
ing in per capita wealth, Wisconsin 

(Continued on page 84) 
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New England Dealers Discuss 
Opportunities for 1938 





W. A. THOMPSON 
New President 


PTIMISM, opportunities and 

cooperation, together with 

consideration of economic 
changes which are taking place, 
featured the program of the 45th 
annual convention of the New Eng- 
land Hardware Dealers Association, 
March 1-3, ate the Hotel Statler, 
Boston, Mass. 

The theme of the opening session, 
Tuesday, March 1, was “What’s 
Ahead?” After an invocation by 
Rev. C. H. Frank, President A. W. 
MacFarland gave his welcome, urg- 
ing all to be not only optimistic 
dealers, but fighting dealers, “fight- 
ing for the life blood of your business.” 
He scored the consumer cooperatives, 
saying that it is “a damning situa- 
tion when your tax money goes to a 
business that is competitive to you.” 

William A. Thompson, Lowell, 
Mass., vice-president, speaking on 
“Independent Retailing Looks 
Ahead,” stressed the advantage that 
would accrue to hardware dealers 
who merchandise early any product 
which may become popular, like 
skis or the electric dry shaver. He 
expressed the association’s opposi- 
tion to the proposed sales tax, and 
prophesied a business upturn in the 
spring and summer, with prices firm 
and rising to some extent, but warn- 
ed against speculation in _ price 
rising. 

Roy A. Foulke, manager, analyt- 
ical report department. Dun & 
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Bradstreet, New York, discussed 
“Sound Retail Credit Practice,” em- 
phasizing the importance of secur- 
ing antecedent information, 
investigational facts and_ financial 
information from those who wish 
credit, including concerns who want 
more credit than they have had be- 
fore and those who desire new 
accounts. 

Rivers Peterson, editor, Hardware 
Retailer, spoke in considerable de- 
tail in regard to “National Hard- 
ware Week.” 

At the Wednesday morning ses- 
sion, following greetings to the 25 
Year Club members for 1938 and 
award of certificates, C. A. Dana 
Redmond, president, Redmond Co., 





A. W. MacFARLAND 
Retiring President 


advertising specialists, Boston, gave 
an address on “Paint Progress and 
Profit,” supplemented by charts. He 
pointed out that some sellers of 
paint emphasize the idea, “Mod- 
ernize.” Mr. Redmond suggested 
that the paint department of a hard- 
ware store be housed in an_at- 
tractive alcove or section somewhat 
apart from other departments where 
in quiet and in comfort milady and 
her escort might select colors and 
combinations from actual panels and 
specimens under the guidance of a 
salesperson who “knows his mer- 
chandise and is imbued with a gen- 
uine spirit of service.” 


The speaker referred to the Clean 
Up and Paint Up Campaign, saying 
that “right at this moment the most 
ambitious efforts are being made 
here in Boston for the most deter- 
mined clean up ever attempted dur- 
ing the period of May 1-15, 1938.” 
He added in this connection: “I 
earnestly urge you as hardware men 
and for civic rather than for selfish 
reasons to enter vigorously into the 
organization and promotion of a 
campaign in your own community 
for the betterment of New England 
as a whole.” 

Dr. George W. Allison, represen- 
tative of the Edison Electric Insti- 
tute, New York, and of the Modern 
Kitchen Bureau, discussed “Sales 
Opportunities and Profits in the 
Modern Kitchen Program.” Dr. Alli- 
son noted the advantage of stress- 
ing the modern kitchen and_ the 
things which go into it. He advised 
showing the woman the advantages 
of the planned kitchen, with appli- 
ances such as the most satisfactory 
garbage disposal, the dishwasher 
and other modern conveniences. 
There is an opportunity for a sell- 
ing proposition in modernizing the 
kitchen, Dr. Allison emphasized, 
which is rapidly becoming the en- 
tertainment room of the American 
home. In displaying, he suggested 
showing related merchandise in the 
ensembles 

Wednesday evening was retail 

(Continued on page 78) 
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Secretary 
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EDWARD E. BOYN- 
TON, sales representative fo1 
R. E. Dietz Co., New York 
City, lantern manufacturers, 
has been in the hardware busi- 
ness for 65 years. Like many 
veteran hardwaremen, now 
with manufacturing concerns, 
he started in the retail hard- 
ware business. At the age of 
16 he was employed in the 
retail hardware store of W. B. 
Ball, Ludlow, Vt., continuing 
in that position until 1879, 
when he joined Ripley & Hol- 
ton, Burlington, Vt., wholesale 
hardware distributors, as a 
salesman covering Vermont 
and northern New York. From 
1882 to 1888 he was with Weaver & Goss Hardware Co., 
Rochester, N. Y., wholesale distributors, as sales manager 
and director. He first became interested in the sale of 
tubular lanterns to the wholesale trade in 1888. Later 
he joined Warren McArthur, Chicago, who at that time 
represented a number of factories. Fifty years ago he 
began his long affiliation with the lantern industry and 
has for many years sold the Dietz line exclusively in the 
east and middle west. Mr. Boynton enjoys a wide ac- 
quaintance among wholesale hardware buyers and spends 
much of his time traveling throughout his territory. Al- 
though he does not admit having any particular hobby, he 
says, “I have never been heard objecting to a quiet little 
poker session with some of my friends.” Mr. Boynton is 


EDWARD E. BOYNTON 
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a member of fraternal organizations, being an Elk and a 
particularly interested Mason. He is a 32nd degree 
Mason, Knight Templar, Shriner and Jester. 


WALTER S. GREGG 
first became a hardwareman 
in 1880 and, with the exception 
of seven years spent in a re- 
tail furniture store, has been 
actively connected with the re- 
tail hardware business, ever 
since. He went with the 
Nichol Hardware Co., Inde- 
pendence, Mo., as a boy of six- 
teen in 1880 and remained 
with that organization for six- 
teen years. In 1896 he moved 
to Belton, Mo., where he was 
for the next eight years a 
partner in the retail hardware 
firm of Mosely & Gregg. Mr. 
Gregg returned to Indepen- 
dence in 1904, where he was 
affliated with the former Mize Hardware Co., which is 
now known as Independence Hardware Co., continuing 
with that company until 1912. The next seven years he 
devoted to the retail furniture business and in 1919 he 
joined the Martin-Welch Hardware Co., Independence, 
resigning from that company on Feb. 27, 1937, with the 
intention of taking life a bit more easily. Although in- 
terested in many hobbies and pastimes he is particularly 
fond of fishing. 





WALTER 8S. GREGG 


GEORGE NEWTON 
GROFF, general manager, 
Wm. H. Cole & Sons, Balti- 
more, Md., wholesale hardware 
distributors, is a member of 
the HarpwareE Ace Fifty Year 
Club. On Jan. 19, under the 
auspices of the Baltimore Hard- 
ware Club, more than 70 whole- 
sale hardwaremen and retail 
hardware dealers honored Mr. 
Groff, at a banquet, for his 
50 years of activity in the Cole 
organization. Mr. Groff, who 
was first president and one of 
the founders of the Baltimore 
Hardware Club, began his af- 
filiation with Wm. H. Cole & 
Sons in 1888, and in the years 
that followed has served the company in various capaci- 
ties. He became general manager of the company on 
May 1, 1914. A complete story of the anniversary banquet 
was published in the Feb. 10, 1938, issue of Harp- 
WARE AGE. 
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MILLIONS oF 
SPRING CLEAN-UP 
CUSTOMERS DIRECTED 


TO YOU! 


cATT EF 
DARIN LEM, 






In Big City ... Small City... Village that it PAYS to stock Dic-A-Doo. 
and Town, national magazines are telling Get your share of the customers directed 
readers that Dic-A-Doo makes hard work to paint and hardware , 
















easy—saves time—keeps hands in mar- __ stores by this national ad- 
velous condition. That’s why Dic-A-Doo __ vertising. Why not order 
is the fastest selling paint cleaner. this quick profit maker 


That’s why so many hardware and paint from your jobber right 
stores feature Dic-A-Doo in their ad- NOW ? 

vertising — in their windows —on their Household package 5b. bags 
counters. And, these dealers have found 20 Ib. pails . . . 25 1b. bags 





DIC-A-DOO 
PAINT BRUSH BATH 


Keeps brushes new—soft. Restores old “hard” brushes to useful- 
a ness. Sell one or more with every new brush—and a better quality 
| brush at that. 5¢. Two-dozen packages in self-selling display. 


The Patent Cereals Co. Dept. H-25 Geneva, N. Y. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Ironing Tables 


The Rich Pump & Ladder Co., 1000 
Depot St., Cincinnati, Ohio, has im- 
proved its line of ironing tables, mak- 
ing them rigid, strong lasting boards. 


All, with the exception of one model, 
have folding type legs. All models have 
have a metal strip running from the 
front to the back leg to previde added 
rigidity. 


Anti-Rust And Lubricant 


The Yale oil, originated 25 years ago 
for exclusive use on safe and vault 
work in banks, is now being offered to 


BOATS 
SPORT KITS | 
OOL CHESTS 


the public as a general anti-rust and 
lubricant. Features of this oil, maker 
states, are: its unusual affinity for 
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metal; its viscosity prevents it from 
dripping; it does not gum; it is prac- 
tically colorless, and is so blended that 
it may be used without offense on 
cutlery that comes in contact with food. 
Unusually strong film is said to resist 
“air punctures,” and gives long lasting 
protection. Yale oil comes in collapsi- 
ble tubes with a long tapered tip en- 
abling the smallest amount of oil to be 
applied without waste. Tube may be 
used to oil upward. Yale oil is packed 
in tubes to retail at 10c., 15c. and 25c. 
The 15 and 25-cent tubes are packed 
in attractive display cartons. All tubes 
are individually boxed. For large uses 
the oii is also sold in cans from one-half 
pint to one gallon. Yale oil will be 
nationally advertised in several maga- 
zines of national circulation. The Yale 
& Towne Mig. Co., Stamford, Conn. 


Sentry Stop-A-Draft 


The Stop-A-Draft is a new device 
made of metal and fabricated material 
and is said to stop all under-door drafts, 
thus saving fuel. The device is easily 
attached to either side of a door at 
bottom. It works automatically. When 
door is closed, a concealed shield 
springs down, sealing all space between 
bottom of the door and the _fioor. 
When door is opened, the shield springs 
up into a position that clears the floor 
or floor covering. The Stop-A-Draft is 
suited for use on all types of doors of 
general use and is made in various 
finishes to harmonize with the wood- 
work. Installation is made with a screw 
driver. Necessary screws and trip cams 
are furnished. Raysteel Specialties, 
Inc., Terminal Tower Bldg., Cleveland, 





Ai * 
SEALS DOORS AGAINST 
RAFTS WHEN CLOSED! 


Delivery Car 

The Skoot-Mobile Economy Car is 
equipped with a side car, having a 
capacity of 500 lbs. and is powered by 
one and a half horse power gasoline 


engine. Two-speed transmission pro- 
vides both power and speed and low 
gear enables the car to climb hills with 
a full pay load. High gear will attain 
a maximum speed of 35 m.p.h. and the 
car is said to travel 100 miles on one 
gallon of gasoline, with negligible oil 
and maintenance costs. Other features 
of the car are front and knee action, 
kick starter, and heavy automobile 
breaks. Cost of the car is $234.50 f.0.b. 
Chicago. Federal tax extra. The Deluxe 
Sportster is another model that pro- 
vides pleasurable transportation. It is 
delivered fully equipped with all the 
mechanical improvements of the Econ- 
omy Car minus the side car. It is 
streamline in design. Cost is $138.58 
f.o.b. Chicago, Federal tax extra. 
Skoot-Mobile, Inc., 5857 Ravenswood 
Ave., Chicago, IIl. 


Continental Steel Manual 


The Continental Steel Corp., Ko- 
komo, Ind., has created a novel mer- 
chandising manual for its products. 
This manual is a combination looseleaf 
catalog graphically presenting Conti- 
nental promotions for 1938 plus an 
envelope bound in with the catalog, 
containing colorful window posters and 
displays, dealer-imprint circulars, a 
slide-card for measuring all forms of 
v-crimp and 2% in. and 1% in. cor- 
rugated sheets, a farm and _ livestock 
record book for distribution, and an 
interesting booklet entitled, “Farm 
Security.” 
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NO MOVING PART TOUCHES THE CLOTHES...WASHES 
SILKS, LACES, WOOLENS = EVERYTHING = SAFELY, PERFECTLY 








When 500 Water Flex dealers recently met in Chicago it 
gave us an opportunity to find out how highly they re- 
garded this revolutionary washing method. At the conclu- 
sion of the meeting we came away with a new appreciation 
of how much Water Flex is doing for the dealers who have 
been alert enough to take it on. 
One thing was very evident—the dealer who sells a Water Flex Washer in 
1938 need not be worried about profits. He already is getting far more than 
his share of sales. His percent of closes is higher than ever before and there 
is so much interest in this wonderful new washing method that he can even 
get demonstrations before women’s groups and clubs! Can you do that with 
your conventional type washer—regardless of make—or style—or tub—or 
wringer? No! Women only flock to that which is new, different and practical. 
Water Flex is all that! The Water Flex method is the only one by which 
everything can be washed safely. perfectly—without fear of shrinking or 
tearing. Fine woolens, laces, silks, satins, children’s clothes, work clothes— 
anything that water will not harm can be washed in a Water Flex equipped 
washer. There is no agitator. No moving part ever touches the clothes! Yet 
nationally known testing laboratories show that it washes perfectly—and 
with far less wear on the clothes. 
Let Water Flex show you the way to assure washer profits in 1938. Write us 
or get in touch with one of the following maufacturers: 
COPPES, INC., Washer Division, BEAM MANUFACTURING CO. 
Nappanee, Indiana Webster City, lowa 
ONWARD MANUFACTURING CO. LTD., Kitchener, Ontario 


THE BIRDSELL CORPORATION 


303 SOUTH COLUMBIA ST., SOUTH BEND, IND. 


THE BIRDSELL NAME HAS STOOD FOR FINE MACHINERY SINCE 1855 









Cellulose Tape Dispenser 


This new streamlined heavy duty dis- 
penser for Scotch Cellulose tape is made 
of heavy metal with a green ripple 
finish. It is fully portable and maker 





states it sells at no increase in price 
although it offers greater efficiency in 
handling tape. Transparent Scotch 
Cellulose Tape seals instantly without 
water. Minnesota Mining & Mfg. Co., 
Saint Paul, Minn. 


Display Equipment 

The Universal Equipment Co., 3500 
Arthington St., Chicago, IIl., has issued 
a 34-page catalog showing steel display 
tables with rounded corners, table risers, 
wall sections, specialty display equip- 
ment, all designed in the modern 
manner. The company’s service includes 
complete store plans, layouts, and esti- 
mates, modern all-steel equipment to 
fit individual requirements, and _ the 
placing and merchandising of the entire 
store stock, according to relative sales 
and profit values. 


Sinks And Lavatories 

A free metal wire display rack and 
metal sign is being offered to dealers 
in conjunction with any of three deals 
on Smoot-Holman_ procelain enameled 





steel sinks and lavatories. The “Sales- 
maker” display rack takes only four 
square feet of floor or sidewalk space 
and displays one sink and one lavatory. 
Display is three feet 10 inches high. 
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Metal sign shown on top is in three 
colors. Rack is impervious to weather. 
It is collapsible. The three deals are: 
Giant 70, consisting of 65 sinks and five 
lavatories; Jumbo 70, consisting of 65 
sinks in assorted sizes and five lava- 
tories; and Baby 30, consisting of 25 
sinks and five lavatories. Maker states 
dealer’s profit on these deals are re- 
spectively, $109.50, $105.25 and $31.75. 
Dealers may specify their own particu- 
lar assortment of sizes. Freight allowed 
to destination anywhere in United 
States. Smoot-Holman Co., Porcelain 
Enamel Division, Inglewood, Calif. 





All-Weather Ski Wax 


Maker states “Door-Ease All-Weather 
Ski Wax” simplifies waxing for both 
amateurs and professionals, as it re- 
quires no particular experience or abil- 
ity to apply, the wax being simply 
rubbed on the surface of the ski and 
smoothed out with the palm of the hand. 
This product is said to be stainless to 
handle and can be applied either in ex- 
treme cold or in a warm room, and to 
afford an extremely tough and wear- 
resisting film which gives greater speed 
and lasts longer. Door Ease Ski Wax 
adheres to and performs upon both the 
metal edges of skiis and their wood 
surfaces. American Grease Stick Co., 
Muskegon, Mich. 


Steddyroll Paper Cutter 


Maker states it dispenses paper from 
the roll in a steady even flow and cuts 








‘ 
it even from the roll. A_roll-control 
bar has been incorporated in this model 


to act as a brake. This paper cutter 
is heavily chromium plated—high finish 
and is furnished in 9, 12, 15, 18, 20, 
and 24-inch sizes. Packed in individual 
corrugated boxes. No. K-106. Kason 
Hardware Corp., 127-137 Wallabout St., 
Brooklyn, N. Y. 


“Natural White” Lamp 


The “Naturai White Sight-Saving 
Lamp” uses a special glass by which 
the maker states, it radiates a soft. 
white, perfectly diffused light, making 
shades, reflectors, or other light dis- 
tributing devices unnecessary. This 
lamp is ideal for homes, schools, shops, 
offices, etc. They are available in sizes 
from 10 to 300 watts. Included with 
a special assortment deal is a colorful, 
sales-compelling counter display with 
flasher. Save Electric Corp., 615 Front 
St.. Toledo. Ohio. 





1938 Evinrude Models 


Throughout the 1938 lines, hooded 
power offers the advantage of fine ap- 
pearance and practical protection. 
Sealed underwater silencing is said to 
provide the maximum in quick opera- 
tion and aids ease in starting; cen- 
trifugal pumps operate without wear 
and provide clog-proof, trouble-free cool- 
ing at every motor speed. Each motor 
has “Co-Pilot” relief steering—the 
mechanical hand that takes the helm to 
hold a steady course when the operator 
lets go. Evinrude Motors, Milwaukee, 
Wis. 


Self-Venting Faucets 


Seel-Flo self-ventimg faucets dispense 
liquids from hermetically sealed con- 
tainers. Complete line consists of sev- 
eral models each for use on different 
types of containers as bottles, tin cans, 
drums, and barrels. Seel-Flo faucets 
eliminate the necessity of open vent 
holes in containers. Maker states when 
faucet is not in operation, contents 
always remain in air-tight, sealed condi- 
tion. Model A, shown, is molded of- 
special plastic material, said to be 
normally unaffected by chemical com- 
position of various natural and manu- 
factured liquid products. It is made 
in one standard size to fit any gallon, 
half gallon or container with a 38 mm. 
screw top. They are easily attached 
by screwing on and operate on the 
quick-acting push button principle. 
Faucets available in attractive color 
combinations. The Seel-Flo “Perfect 
Refrigerator Bottle” is streamlined and 
designed with one side flat to allow 
liquid to flow out without need of lift- 
ing or tipping. It is made of stippled 
glass, giving a frost-like effect. A spe- 
cial utility unit consists of the bottle 
and the faucet, Model AF or Model 
AC. Complete information on other 
models of the self-venting faucet is 
available from the Dispens-Or-Valve 
Corp.. 277 Pine St., San Francisco, 
Calif. 
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FOLKS FORGET they need files 


a ORG] (73 Take) 


That's why this new Heller “File Salesman | MF lLE, 





“TOHN HOUSEHOLDER” forgets files until he 
J wants to use one. Then he growls because 
he never thinks to buy...and probably borrows 
or gets along with what he has, rather than 
make a special trip to your store. 

There you have a picture of 9 out of 10 
people who trade with you. And, there you 
have a ready-made opportunity to sell a good 
many files... make a neat extra profit... by 
putting the new Heller ‘Big Five’ Assortment 
of NUCUT Files on your counter or table 
where folks will see it. 


IT REMINDS...AND SELLS! 


This new Assortment has no equal as an attention-getter 

.. if is printed in red and blue colors, on extra heavy 
stock. It's a real salesman, too, not just a counter box or 
card of files. Individual Cellophane wrapping on every 
file invites inspection, as well as prevents damage from 
handling and rubbing 

It “‘talks’’. . . tells the sound reasons why the revolutionary 
Heller NUCUT Files are a better buy... tells the type, size, 
price. Then, it points out that— ‘Small Change Buys The 
Files You Need.” 

Mechanics, as well as handymen, respond to this display 
It will pay you a high rent for alittle 9'2"x 13°;"' space on 
# your counter. Order a Heller ‘’Big Five’ Assortment from 
our local jobber, now. 


HELLER BROTHERS COMPANY 
NEWARK, N. J. + GOOD TOOLS SINCE 1836 


Plants at Newark, N.J., and Newcomerstown, Ohio 


NO LEFT-OVERS! 


You get 5 dozen NUCUT 
Files; all big sellers... 
12—6" Mill Bastard; 12— 
8” Mill Bastard; 12— 10” 
Mill Bastard; 12—6” Slim 
Taper; 12—6” Extra Slim 
Taper. 


FREE DISPLAY 
No extra charge for 
Cellophane wrapping 
on each file. 





HEERER NUCUT WAVY TEETH’ 


PATENT No. 2027039 
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Selective Distribution 


Among manufacturers 30 per cent have written sales 
policies, about 40 per cent claim understandable but 
unwritten policies and about 25 per cent have no 
definite sales policies. The remainder are doubtful 








A Suggested Manufacturer's Sales Policy 
for Sales Through Industrial Distributors 


Selective Distribution 


It is our policy to select a limited number of industrial distributors 
in a trading area who will work in harmony for the sales promo- 
tion and successful distributor of our product. 


Resale Prices 


It is our policy to suggest such resale prices as will compensate 
the distributor for services rendered. In territories where we have 
no distributor representation, we reserve the right to solicit busi- 
ness and sell direct, in which event we will maintain our own 
resale prices. 


Stocking Distributor Differential 


It is our policy to maintain a price differential between the dis- 
tributor who stocks our products and one who does not. 


Cooperation 


It is our policy to support our distributors in furthering the sales 
of our products: 
a—by educational and sales promotional activities 
with the distributor's selling organization; 
b—by supplying adequate sales literature; 
c—by such other means as will encourage the direction 
of sales through recognized distributors. 


It is our belief that in return for the aforementioned support given 
the distributor by the manufacturer, the distributor has the def- 
inite responsibility of adopting a policy of support to the manu- 
facturer in the distribution of his products: 


a—by giving aggressive sales representation; 

b—by carrying an adequate stock of the manufacturer's 
products; 

c—by giving proper service to industrial buyers; 

d—by cultivating his natural trading area intensively; 

e—by otherwise practicing loyalty to a manufacturer whose 
policy comprehends sales through the distributor. 








By H. F. SEYMOUR* 
Vice-President, 

Columbia Vise & Mfg. Co., 
Cleveland, Ohio 


when distributors wanted man- 

ufacturers to do it all—and 
manufacturers wanted distributors 
to do it all—each blaming the 
other for all the ills of the indus- 
try. That time has passed and 
today it’s pretty much a 50-50 
proposition but with certain very 
definite things which each can do 
and must do. 

We found that 30 per cent of 
our manufacturers had _ written 
sales policies; 40 per cent had 
sales policies that they claimed 
were clear to themselves and to 
their distributors though they 
were not written; 5 per cent were 
doubtful about their sales policies. 
and 25 per cent had no definite 
sales policies. We have had to con- 
stantly keep in mind that manu- 
facturers in this industry are not 
all manufacturing the same prod- 
uct... that there are hundreds of 
different products represented and, 
of course, no single sales policy 
could be adopted by all. 

But our first work was clear— 
to have the 30 per cent give pub- 
licity to their policies and get that 
40 per cent that had policies to 
write them and give them some 
publicity. This idea reminds me 
somewhat of Procter & Gamble— 
the soap people. You and | know 


|: was only a few years ago 
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rovides— 


—a smaller number of dis- 
tributors actually selling 
instead of a larger number 
merely stocking a product 


that Ivory Soap is 99-44/100 per 
cent pure but there is a new group 
of youngsters coming along each 
year and they want this new gene- 
ration to know it, so they advertise 
it. Likewise, we have made a con- 
tinuous effort to have our manu- 
facturers advertise their policies. 

Furthermore, after many re- 
quests for something as a guide 
our committee developed a policy 
which has been a decided influence 
with members of our association. 
It is shown on page 70. 

This is only a guide, a sugges- 
tion, and contains no details. 

Here is the very essence of bet- 
ter relations between distributors 
and manufacturers and it repre- 
sents progress. 

There are many manufacturers 
who have been working along these 
or similar lines for years—and 
others who are coming along each 
year. And the great majority of 
distributors are loyal. And then 
there are the others, the hitch 
hikers, 1 call them. They know 


H. F. SEYMOUR 


that it costs money to own an auto- 
mobile. They know that it takes 
gasoline to drive that automobile. 
and they know that you can’t drive 
it with a flat tire, but they are per- 
fectly willing to ride at your ex- 
pense and a stab in your back is 
their “thanks.” The hitch-hikers 
of industry are exactly the same, 
whether distributors or manufac- 
turers. 

Needless to say I am not at- 
tempting to tell anyone how to run 
his business, but rather am trying 
to show the value of certain funda- 
mentals as I see them. Everything 
I say is based on the long pull as 
opposed to the temporary advan- 
tage. I would like to throw bou- 
quets. It is easier and pleasanter. 
There are many splendid manu- 
facturers deserving of all the loy- 
alty a distributor has to give. But 
I am not addressing these remarks 
to them. Often more progress is 
made by a critical analysis of con- 
ditions as they are. As a premise. 
I say that a manufacturer with an 


* From an address delivered before the American Supply and Ma- 
chinery Mfgrs. Ass‘n, at Rye, N. Y., Dec. 9, 1937. Mr. Seymour is a 
past president of that organization and has for several years been 
chairman of its Distribution Policies Committee, thus pursuing a 
subject that has long been of vital interest to him both in his own 
business and from the standpoint of the hardware and industrial 


supply distribution industries 
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announced policy has a very defi- 
nite advantage over a competitor 
who does not announce his. Fur- 
thermore, an announced policy is 
a good policeman in itself, for 
surely no sensible manufacturer 
would announce a policy, then de- 
liberately break it. Then we must 
realize that a policy once estab- 
lished must be defended. and it 
cannot be defended by one who 
lives in a glass house. So let us 
just break down this suggested 
sales policy into its parts, see what 
is back of it. 

First, comes the job of develop- 
ing a policy. A manufacturer must 
decide on his outlets. Is he going 
to sell everybody—the “fly-by- 
night” distributor and the “office- 
in-your-hat” distributor, and go 
around ringing door bells for an 
order? If so he has a product in 
such demand that no selling is 
necessary, and there are mighty 
few such companies. It would only 
be a short time until another man- 
ufacturer would produce an equal- 
ly good product and couple it with 
a policy of distribution a little 
more selective and in short ordet 
would find distributors who would 
take on the second manufacturer = 
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line and sell it with all the force 
of their large selling organizations. 
This is elementary but leads up to 
the whole subject of Selective Dis- 
tribution. 

A short time ago two fine dis- 
tributors were discussing a well- 
known manufacturer and one of 
them pulled some change from his 
pocket, held it up and said, “Any- 
one with that much money can be- 
come his distributor—many of us 
feel that we must stock his product 
but who could sell it?” Think of 
it! Think of having distributors 
all over the country not caring 
whether they sell your product or 
not. There is some point for each 
manufacturer where additional 
distribution will add nothing to his 
volume. 

I believe implicitly in selective 
distribution. I would rather have 
a relatively few distributors sell- 
ing my product than a large num- 
ber merely stocking it. I am selfish 
in this and believe that it produces 
a greater volume. You cannot have 
something for nothing. 

For example, one manufacturer 
selling mill supply, hardware job- 
bers, automotive jobbers and 
plumbing supply houses had 1400 
accounts. A study of his sales de- 
veloped the fact that 138 provided 
65 per cent of his total volume: 
103 about 20 per cent of the total 
and the remaining 1159 accounted 
for only 15 per cent. 


Limiting Outlets 


By limiting outlets in a given 
area and by giving a distributor 
protection within his normal trad- 
ing area, a manufacturer has a 
right to expect selling effort by 
those distributors, and unless I 
miss my guess he will get it. 

Here again the “hitch-hiker” 
bobs up. There is nothing he likes 
better than to be able to get ex- 
treme prices on a line that has 
been established by another dis- 
tributor. How easy it is for him to 
ride along on the other man’s 
work. But how short sighted of 
the manufacturer for letting him 
do it. 

If I were a distributor | would 
not handle the line of a manufac- 
turer who does not protect his own 
mill supply distributors against 
cutting in by outside houses serv- 
ing an entirely different class of 
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buyers. A distributor seeking 
business outside of his normal 
trade is as bad as a distributor go- 
ing outside of his own normal 
trading area. 

Many manufacturers will do 
well to give consideration to not 
increasing their outlets, except 
where they have none. Further- 
more, some will do well to con- 
sider reducing their outlets. I have 
a friend who is head of a large 
office equipment company who 
made a 25 per cent reduction in 
his outlets and increased his vol- 
ume by 13 per cent. 


Resale Price Schedules 


Now we come to one of the most 
important parts of any sales pol- 
icy—resale price schedules and 
their maintenance. There is a great 
difference of opinion as to who is 
responsible for the maintaining of 
resale prices. My own feeling is 
that it is up to the manufacturer. 
There are many manufacturers 
many in the American Association. 
who do not agree with me in this. 
Yet this is my opinion. The man- 
ufacturer must set his schedule and 
then defend it. 

There is a difference between 
one who is responsible for break- 
ing a resale price and one who 
has the responsibility of maintain- 
ing it. Possibly with a further ex- 
planation manufacturers will agree 
with me on this. 

There are three persons involved 
in price maintenance when a re- 
sale price is broken, assuming. of 
course, that the manufacturer is 
honestly desirous éf maintaining 
his resale schedule: 

1—The one who has broken it: 
2—the one, or those, who must 
police it; 3—the manufacturer 
whose price was broken, and he 
must devise the means of correct- 
ing the abuse. 

It is almost always true that a 
resale price is broken down by 
some distributor before the manu- 
facturer can possibly know a thing 
about it. Then the damage is 
done. The efforts of months or 
years is broken up over night, and 
without a minute’s chance for that 
manufacturer to defend himself 
until it is all over. Now whose 
fault is that? It is the fault of 
some distributor. 

Now comes the policing. The 





manufacturer cannot know of a cut 
resale price until his salesman re- 
ports it back to him or he hears of 
it in some other way. Then is the 
time for the manufacturer to prove 
whether he means “resale” or not. 
Then is the time when price 
maintenance is directly on the 
shoulders of the manufacturer, and 
then is the time when he must 
start all over again on the labori- 
ous and costly road back to a 
stabilized market for his product. 
I say costly because it is costly to 
the other distributors as well. The 
manufacturer gets his price, but 
the distributors lose. Yet it is one 
of their number who is responsible 
for it. The blame of “cutting” is 
on the distributor, but the burden 
of “maintenance” is on the manu- 
facturer. 

I have no sympathy with manu- 
facturers who say “we gave the 
distributors a fine spread but they 
didn’t keep it.” Of course, they 
didn’t if they were allowed to give 
it away. I am not referring to the 
fine, and in most cases successful 
distributors, but rather to that so- 
called 10 per cent whose entire life 
is made up of “hitch hiking.” They 
will give part of it away everytime 
if they think their competitors will 
hold the umbrella and their indi- 
vidual source will let them. Manu- 
facturers too! There are individ- 
ual manufacturers who will work 
hard to have their resale schedule 
set up, only to quietly urge some 
pet distributor to cut it when some 
juicy order is in the air. 


Only One Answer 


There is only one answer—if a 
distributor deliberately cuts a 
price, withdraw your price from 
him. You will be surprised how 
quickly that news spreads and how 
effectively it will stop further 
abuses. If a distributor wants a 
profit, he must help his individual 
manufacturer to maintain his re- 
sale. He must do his part. No 
manufacturer is independent 
enough to afford the losing of a 
good customer, but any manufac- 
turer is strong enough to lose a 
“price cutter” in order to protect 
those who respect his price and in 
doing so that manufacturer be- 
comes stronger. We have all heard 
distributors say, “I cut the price 

(Continued on page 80) 
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Why We Should Be Thankful 
That We Are in 
the Hardware Business 


UST after the war I took an 
J automobile in Paris, mo- 

tored to Verdun and then 
traveled from there along the bat- 
tle front to the ocean. It was a 
most interesting experience. | 
made up a talk about this trip 
and delivered it several times in 
New York. One day the manager 
of the Bowery Mission telephoned 
me and asked if I would not give 
this talk at one of their evening 
meetings. I accepted, and went 
over there one night. 

This mission hall was a long, 
narrow room. The speaking plat- 
form was in ¢he back, and from 
the platform you could watch 
the front door. The room was 
crowded with the usual down- 
and-outers who patronize the Bow- 
ery Mission. I talked for 45 min- 
utes, and when I finished there 
was quite a little applause. | 
turned to the manager and said: 
“T have never had a more atten- 
tive audience. Not a single man 
left the room while I was speak- 
ing.” The manager smiled and 
answered: “Well, you see, we 
never feed them until the speaker 
has finished.” I am reminded of 
this experience because on this 
occasion I am speaking before 
luncheon, and I hope you have 
the same rule—no lunch unless 
you listen to the entire talk. 

Why, you may ask, have I left 
my home in New York and made 
this long journey to White Sul- 





An address delivered by Mr. Norvell 
at the 32nd annual convention of the 
West Virginia Hardware Association, 
White Sulphur Springs, W. Va., Feb. 
22, 1938. 
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By SAUNDERS NORVELL 


phur Springs to address a retail 
hardware convention? I have 
nothing to sell you. Here is the 
answer. From the time I was 19 
years old, for 10 years as a hard- 
ware salesman I called on the 
retail trade in the west. I made 
many sincere friends among retail 
hardware men, and in my heart 
there grew up a great liking and 
friendship for them that has lasted 
all my life. Afterward when | 
went into the jobbing hardware 
business I continued my close 
contact with retail hardware deal- 
ers. Therefore, in all these years 
I have felt under great obligation 
to the retail hardware trade. They 
were my friends. They helped me 
to prosper. 

Probably most of you know 
something about my career. It 
has been my good fortune to 
travel in many parts of the world. 
to meet men of both high and 
low degree. I have been inter- 
ested in deals involving millions 
of dollars, and have known many 
millionaires. I have seen kings 
and princes, and met presidents 
and high officials in many coun- 
tries. Therefore, I have had an 
opportunity to study life from 
many angles. After all this study 
and meeting all these people I 
wish to tell you about the most 
successful man, in my judgment. 
I have ever met. 

When I was about 20 years of 
age I traveled in Kansas, and was 
given a lot of towns that our 
older salesmen would not visit 
because they were too small. One 


trip | made was on the Cen 
tral Branch Railroad, commonly 
known in those days as “two 
streaks of rust over the buffalo 
grass country.” One of the towns 
on this railroad was named Logan 
and on my first visit to this town 
I met a young fellow who had 
just gone into the hardware busi- 
ness. His name was E. I. King. 
Logan was a little town in a flat 
country. The land had been given 
by the government to homestead- 
ers who came from all parts of 
the East in covered wagons. They 
were very poor people, and most 
of them did not even own a buggy 
or a spring wagon. When they 
came to town they hitched their 
teams to the farm wagon. 

This retail hardware man, E. I. 
King, settled down in this small 
community of poor people to 
make his fortune. He worked 
early and late, and out of that 
poor country managed to keep 
his hardware store going. I re- 
member he was taH and thin, and 
always had a smile and a cheerful 
word for everyone. Year after 
year his business increased. He 
always paid his bills promptly. 
Usually he bought in very small 
quantities. [ often joked with 
him about buying 1/12th of a 
dozen assorted, and would also 
say sometimes, after he had mar- 
ried: “You are not buying for 
your store. You must be buying 
for your home.” 

One year there was a terrible 
drought in Kansas. Everything 


(Continued on page 96) 
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lief; while industry, shipping, 
railroads, rivers and harbors and 
highways have had help by means 
of the tariff, direct and indirect 
subsidies almost since the begin- 
ning of the United States Govern- 
ment, 

Whenever there was any pork 
to be distributed it was not diffi- 
cult to find a way to hand it out. 

In lowa, business, manufac- 
turing and farming are all in the 
same boat, with a weather eye 
open for crop conditions. 

The principal topic of the day 
is corn, hogs, cattle, the weather 
and especially the market. What 
kind of a crop will we have 
and what will the farmers get for 
it. 

No matter how well Mother 
Nature conducts herself or how 
successfully the poor devil who 
tills the soil fights the chinch 
bugs, grasshoppers, hog cholera 
and God only knows what else: 


if he can only get ten cents for 
his corn and two dollars for his 
hogs, he knows d—n well that he 
can’t pay the interest on his gov- 
ernment loan—let alone any on 
the principal, a note at the bank, 
or his store bill. 

There are a great many angles 
to this subsidy business and while 
I have always believed that for 
the best interest of all concerned, 
the old law of “the survival of the 
fittest—root hog or die”—is the 
most practical rule to live by, we 
can't help but listen in to the 
golden voice on the radio telling 
us about the more abundant life; 
and then we read about the misery 
in the slums, of the share cropper, 
poor renter, merchant closed out 
of business because he could not 
pay his bills—and wonder what 
can be done about it all. 

Not to seem pessimistic, I think 
that the best way out, after all, is 
for every one to do the best he 


WHEN 9 SH" 10 BUY DAZEYS 


.. Shere Pte a Reason! 


[NDE SED there is a reason why sales of DAZEY Churn in retail 
stores outstrip all others combined by 9 to 1. The Dazey Churn 
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Sold Only Through 
JOBBERS AND DEALERS 


CHURN & MFG. CO. 


DAZEY «3% 


4301 WARNE AVENUE 


is not merely a rotating paddle in a glass or metal container. It is 
scientifically designed to get maximum butter production with 
minimum effort. Success in that respect as endorsed by generations 
of DAZEY boosters is almost the solereason for today’s 
overwhelming acceptance of DAZEY Churns. Are you 
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can and adopt the golden rule, “do 
unto others as you would be done 
by” not “do others or they will 
do you” and use some of Billy 
B. Van’s good old Yankee philoso- 
phy by having faith and adapting 
one’s self to circumstances, and 
situation. 

Use salesmanship and adapta- 
bility; it began in the Garden of 
Eden. Cut the pie—if there is 
any pie—into seven pieces; it 
will go further. As my old farmer 
friend, “Stumpy Hill” Clarke, 
used to say, “It’s an interesting 
time to live anyway.” 

Frep W. Crary, 
Crary Hardware Co. 


Epitor’s Note:—All you say 
about the farmer’s need for the 
help he has received may be true. 
We are not quarreling with the 
farmer, collectively, getting Gov- 
ernment aid and funds, but we do 
quarrel with organized farmers 
fighting fair trade legislation and 
other Government assistance for 
eliminating price-cutting and un- 
fair buying advantages that chain 
stores, mail order houses, etc.. 
enjoy, which independent retail- 
ers like yourself need very badly 
and have needed for many years. 

Our argument, as expressed in 
the editorial which inspired your 
letter, is that the organized farm- 
ers of this country should not 
oppose what independent retailers 
require in the way of Government 
assistance, particularly in view of 
their own success in getting aid, 
part of which comes from taxes 
which independent dealers like 
yourself have paid. 

Harpware AcE 


Appreciation 


MarIneTTE. Wis.—- We were 
very pleased over the excellent 
article which you published in 
Harpware AGE regarding our 
hardware store. Due to the writ- 
er’s absence from the office after 
the first of the year we have been 
slow in telling you of our appre- 
ciation. 

The issue appearing, as it did 
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just prior to the hardware con- 
vention at Milwaukee, gave us an 
opportunity to realize how inter- 
ested the dealers are in new fix- 
tures, new merchandising, also the 
fact that they are actually reading 
these publications. I was sur- 
prised at the number who were 
already familiar with the store 
through the write-up you gave it, 
and interested in visiting us. 

One of our two local papers has 
asked us to obtain the cut from 
you in order to use it with a 
little article. If this can be ar- 
ranged we should appreciate it. 

We will soon finish our first 
year in business and will begin a 
new year with a lot of new ideas 
and experiences of the past year 
to draw from. 

We wish to again thank you 
and express our appreciation. 

Cart W. GoERLING, 
A & G Hardware Company. 


More Than Interesting 


Martins Ferry, Onto—Your 
latest issue of HARDWARE AGE at 
hand and would like to mention 
the fact that your page, “Hard- 
ware Facts,” has proven to be 
more than interesting to me. I 
cut this from the book and -place 
it in one of my windows and the 
number of perséns who stop and 
read it would surprise almost any 
hardware dealer. I have been do- 
ing this for some time and it has 
proven to be of great interest to 
most all who pass my store. 

Lee CRAVER, 

Lee Craver Hardware. 


Best in 45 Years 


FAIRFIELD, ILL.—We received 
our copy of Harpware AGE Dis- 
count Handbook just at the right 
time to be of service to us. 

An old advertisement said: “If 
our goods suit you tell others; if 
not tell us.” 

Well, I have been telling the 
boys around the store, as well as 
salesmen calling upon us, that it 
is about the finest and most useful 
handbook I ever had around the 
store in our 45 years in the hard 
ware business. 


E. A. MartTIN 
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A Complete Line of 


Now! 


JEWEL ABRASIVES 





The familiar line of Jewel 
Brand Sandpapers is now 
rounded out by a complete 
assortment of molded 
abrasives especially 
designed and packaged for 
fast, easy sales. 





BENCH STONES 


Either aluminum oxide or silicon carbide — in both 
single and combination stones. These stones are avail- 
able oil filled at the factory, wrapped for clean handling. 


SHAPED STONES 


Square, triangular, round, half round and taper round 
stones for die and tool work in a complete assortment 
of sizes and grits. Carving tool slips for any size of 
straight or bent gouges. 






















GRINDING WHEELS 


In sizes up to 6” x 1”, carefully made 
to sure perfect uniformity and bal- 
ance, the new line of Jewel wheels 
is designed to meet every need with 
the proper stone. Packed in attractive 
individual cartons, labeled for quick, 
accurate selection. Coarse, medium 
or fine grits. 








“READY-ROLL” 


50 yards of super-keen 
metal cutting cloth in 
convenient form — al- 
ways ready for service. 





SHELF BOX 


Single sheets pull out easily without disturbing others. 
9” x 11” sheets of both Jewel Flint and Jewel Emery are 
packed this handy way. 


““MASTERPAK ” 


The exclusive develop- 
ment which delivers 
sheets and rolls in fac- 
tory-fresh condition. 





“READY- PACK” 


A sales-making counter display for 12 packs 
of 20 assorted Jewel Flint sheets. 


Ask your jobber or write direct for infor- 
mation on our Complete Line of Coated 
and Molded Abrasives. 





Abrasive Products, Inc., South Braintree, Mass. Branches in 
New York, Chicago, Philadelphia, Los Angeles, Detroit and St. Louis. 





ABRASIV 


JEWELOX @ JEWEL EMERY © JEWEL GARNET 


JEWELITE @ JEWEL FLINT © NEW PROCESS 


INC. 
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Ue 
VAUGHAR 


A BETTER AXE 







Patented 
Manufacturing 
Process Makes 
VAUGHAN 
Outstanding 


“PATENTED FUSION" PROCESS 
—Only Vaughan has a sturdy low 
carbon steel “eye” with drop forged 
sides of superior grain structure plus a full 
tool steel blade. The toughest axe made. 


"LONGEST LIFE" CUTTING BLADE— 
Only Vaughan has over 3 inches of tool steel 
for resharpening and a tough eye that will 
not break. Lasts longer, is thinner, cuts 
easier, 









Investigate this superior line of 
axes today. Single and dou- 

ble bits “custom built" to 
& meet every requirement. 


fe VAUGHAN & BUSHNELL 
bs MFG. CO. 
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M-W Associate Congress Given 
Optimistic View For 1938 


HE fifth annual Marshall-Wells 

Co. Associate Congress was held 
Feb. 21-23, 1938, at Spokane, Wash., 
under the direction of J. T. Elson, 
local manager. Mr. Elson, referring 
to 1938 business prospects, while 
not minimizing the possible severity 
of the recession nor the aggressive- 
ness of the dealers’ competition, em- 
phasized that conditions are pretty 
certain to be better in the Pacific 
Northwest than in the country at 
large. This, he stated, would be 
due to the fine crops in 1937 and 
good prospects for 1938; the cer- 
tainty that both minerals and lum- 
ber will be benefited by the new 
Federal Housing act, and the great 
amount of work on and resulting 
from the Coulee Dam construction. 
Mr. Elson also stated, “It is up to 
you to have the merchandise on 
hand to take care of your trade. 
When conditions look bad the 
chains, big department stores and 
catalog houses sometimes increase 
and make more aggressive their pro- 
motional efforts and this often brings 
them increased business instead of 
less. We can do the same. Now is 
the time to put our best foot for- 
ward. If people do not come into 
your store for the little things they 
need now they will not come for 
the big things they’ll want later.” 


Sales Personnel 


O. E. Dockstadter, in charge of 
he Associates’ service store, spoke 
on “Your Investment in_ Sales 
People,” after which he outlined 
the associate program with regard 
to store promotion. Ralph W. Car- 
ney, The Coleman Lamp and Stove 
Co., Wichita, Kan., stressed the 
fundamentals that applied to the 
lives of every one of his listeners as 
well as were incidents in his own 
life. A few of the rules he outlined 
were: sell what a thing does not 
the thing itself; select the type of 
merchandise you know has inherent 
quality so the purchaser gets “value 
received”; and we are all engaged 
in one common purpose—to lift 
human standards. 

In discussing paint, A. J. Pender- 
sen emphasized the importance of a 
proper paint stock, advertising, in- 
formation, quality and price. James 
Orr followed with a talk on the 
values of roofing and shingles and 
insulating board. 


Following a luncheon at which 
dealers were the guests of manufac- 
turers, Mr. Coleman delivered an- 
other inspirational address. He also 
spoke on the principles of heating, 
emphasizing the difference between 
heat radiation and warm air circula- 
tion. 

On the next day, Roy Knudson 
opened the morning session with an 
outline of the 1938 line of Cadillac 
vacuum cleaners. Other manufac- 
turers told of their products and 
plans for 1938. Charles Lintner, 
Corning Glass Works, Corning, N. 
Y., in speaking of new Pyrex Brand 
products, told of the latest develop- 
ments in glass manufacture—build- 
ing blocks, insulating materials, 
glass thread, rope textiles, and 
clothing. 

B. B. Turner, Globe Stove & 
Range Co., Kokomo, Ind., traced the 
history of cooking and the transition 
from the fireplace and Dutch oven 
cooking to portable stoves and 
ranges. He then demonstrated how 
the Dutch oven principle was incor- 
porated in Globe’s line of “Dutch 
Oven” coal and wood ranges. Many 
other manufacturers also presented 
their 1938 lines giving the dealers 
an opportunity to see for themselves 
the latest developments in automo- 
tive accessories, refrigerators, elec- 
tric ranges, sporting goods, cutlery, 
saws, etc. 

Two new members were elected 
to the Planning Board for three 
years: Derrell Turner, Harrington, 
Wash. and Robert Oud, Orofino, 
Idaho, succeeding Gene McGreevy, 
Tekoa, Wash., and John Miller, 
Lind, Wash., who were advanced to 
the advisory committee. 


Concrete Waterproofing 


Ranetite Iron Waterproofing is an 
improved product that is said to make 
basements, pits, dams, and similar con- 
crete structures waterproof and damp- 
proof. This product is a chemically 
processed iron powder which is mixed 
with water and then applied like paint 
to concrete surfaces. Maker states the 
mixture oxidizes and expands, harden- 
ing into a steel-like glaze, affording 
lasting protection to the treated surface. 
In addition to larger units this water- 
proofing is packed in 5-, 10- and 20-lb. 
containers for use by home owners, 
apartments, stores, etc. Ranetite Mfg. 
Co., Inc., 1917 So. Broadway, St. Louis, 
Mo. 
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LIST PRICE Design 
$118.50 Performance 
Long Life 


New and sensational engineering developments in the 
Cooper Special” have drastically changed low-price 
Power mower performance. @ Indexed height adjust- 
ment provides a simple, positive method for raising or 
lowering cutting height without tilting bed plate which 
remains level and in proper position for best cutting 
results. @ Reel runs in Timken self-adjusting bearings pro- 
tected with special grease seals..@ Gear housings, pawl 
and chain chamber and wheel drive bearings are fully 
enclosed and gasket sealed against dust and dirt. 
@ “Hinged Power” transmission eliminates all clutches. 
@ 2” semi-pneumatic rubber tires are standard equip- 
ment. @ Cutting width full 19”. @ Briggs & Stratton 
1, HP, easy starting motor. @ Write today for new com- 
plete line folder of Cooper power mowers and accessories. 


The Cooper Clipper 


The “Cooper Clipper” for 1938 again 
proves the profit possibilities of this low- 
priced, quality-built power mower for 
average income homes, small parks. 
cemeteries and all public institutions. 
@Thoroughly tested under 
all possible mowing condi- 
tions, it has proven without 
question its claim for finest 
engineering design, stam- 
ina and efficient operation. 


LIST PRICE 


$84.50 


There is also available a complete line of heavy duty. 
precision-built Cooper power mower units for cemetery. 
park, golf course, industrial and institutional use, in 
sizes from 20” to 56”. Write for new literature. 







Cooper Manufacturing Co. 
417 South First Ave., MARSHALLTOWN, IOWA 
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Vee! 


THIS SUPER SALESMAN IS 
READY TO MAKE SINK AND 


LAVATORY SALES for you 
* 


Here are 3 sink 
deals... ready to 
go to town for you 


* 


And each one is a 
‘natural’... with a 
big profit margin 
hooked to it! 


Here are the 
3 HOTTEST DEALS on 
Steel Sinks and Lavator- 
ies that ever came down 
the pike! First, the prod- 
ucts are right! Second, 
the market is there! Third, every deal is loaded 
with PROFIT for you! One deal, our Giant 70, nets 
77% PROFIT on your investment! Fourth, each 
deal complete with an assortment to take care of 
all requests, all requirements. Each one geared to 
your own needs, your own pocketbook. Fifth, we 
allow freight to destination anywhere in U.S.A. 
. And, with any of the 3 Deals you get the sure- 
fire practical ‘SALESMAKER’ Display Rack shown 
above...absolutely Free! 


SELL "EM ANYWHERE...EVERYWHERE! 


Smoot-Holman Sinks and Lavatories can be sold 
for small homes and cabins, maids’ rooms in large 
homes, for kitchen, bath and helpers’ houses, milk, 
chicken and vegetable houses on the farm. You 
can sell to labor camps, mines, resorts, auto camps, 
office buildings, garages, and industrial plants. In 
fact, your market is anywhere water is piped! Dis- 
played on the Free ‘SSALESMAKER’ Rack, these 
Steel Sinks and Lavatories practically sell on sight! 
Don't let these easy Sink and Lavatory sales go by the board: 
Keep your cash register singing a new profit song this year with 
Smoot-Holman porcelain enameled steel plumbing. A penny 


postcard mailed TODAY will bring a folder explaining full de- 
tails regarding our 3 BIG PROFIT DEALS. Send it in NOW to 


Smoot-Holman Company 


INGLEWOOD, CALIFORNIA DEPARTMENT HA-3 
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COSTS LESS 
UPINA JIFFY 


USE AGAIN and AGAIN 


NEWG.D.S. 
PILASTERS 


and 


RE-AN STRIPS 


... used with 
the new Beaver 
Boards in Curves 
and Colors. 








Quickly . . . easily . . . in hun- 
dreds of ways... you can make 
smart, up-to-date, functional 
displays, window backgrounds, 
columns, exhibits, shops, parti- 
tions, etc. . . . adaptable to any 
size or shape of space. No waste 
... no loss... RE-USE the mate- 
rials over and over again. 





<= PILASTERS & RE-IN STRIPS 


BEAVER BOARD... 


Six large pages ... details... prices 
... ideas how to use this new G.D.S. 
system of Pilasters, Metal Reinforce- 
ment Strips and Anchors especially 
designed for use with the new Beaver 
Boards also described. 


Write for Your Copy NOW 


W.L. STENSGAARD 
& ASSOCIATES, INC. 


346 N. Justine Ave.,Chicago 















New England Convention 


(Continued from page 63) 


salesmen’s night with John E Swan- 
son, of Portsmouth, N. H., as chair- 
man. W. R. Fletcher, Stanley Rule 
& Level Plant, New Britain, Conn., 
gave an address on “Tool Facts to 
Increase Tool Sales.” H. D. Aik- 
man, director of the New England 
and New York districts, spoke on 
“Overcoming Sales Objections,” re- 
lating some rather unusual sales 
made in his store in Cazenovia, N. Y. 

William P. Ragsdale, vice-pres- 
ident and treasurer, Dukes Corp., 
Boston, discussed “Teamwork in 
Your Store.” Mr. Ragsdale used 
football terms to emphasize his 
points. He suggested that a dealer 
first make an analysis of himself, 
his resources, and personnel and de- 
termine his objective. 

L. N. Parsons, editor of The 
Apothecary, Boston, and formerly 
instructor in economics at Boston 
University, discussed “Fair Trade 
Acts-—Their Value to the Consum- 
er.” Mr. Parsons gave the back- 
ground of social control, and went 
on with consideration of what the 
Government is trying to do in busi- 
ness. In discussing anti-trust laws, 
he said, “we find the Government 
exerting itself in three channels to 
curb your activities.” They are the 
schools of destructive control, ob- 
structive control and _ constructive 
control. Destructive control pre- 
vents any agreements except for ex- 
port. Obstructive control was built 
up on the theory that the Govern- 
ment could enter business and so 
regulate profit. Constructive control 
provides for the association to work 
with the Government. 

Rivers Peterson, editor, Hardware 
Retailer, followed with an address 
on “Hardware Retailing—Marches 
On,” referring to the new opportu- 
nities for selling, and comparing 
present methods of retailing with 
those of 25 years ago. 

The following officers were 
elected: President, William A. 
Thompson, Lowell, Mass.; vice-pres- 
ident, Frank E. Loud, South Wey- 
mouth, Mass.; 2nd _ vice-president, 
John T. Skolfield, Gardiner, Me.; 
secretary, George G. Hoy, Boston. 
and treasurer, Calvina O. Nichols. 
Dorchester, Mass. Directors — For 
one year, A. L. Averill, Barre, Vt.; 
two years, Kenneth H. Colt, East 
Providence, R. I.; three years, 
Frank J. Toole, Pawtucket, R. IL: 
Ralph W. Kiniry, Claremont, N. 
H.; E. J. Davis, Chester Depot, Vt.; 
M. O. Kratovil, Springfield, Mass. 


Resolutions were passed opposing 


the 2 per cent sales tax in Massa 
chusetts, the Health Insurance Act 
in Massachusetts and Rhode Island 
and the 40-hour week bill in Massa- 
chusetts. A resolution was passed 
favoring the passage of a fair trade 
law. 


Social Security 
By J. S. SEIDMAN, C.P.A. 


ELIEVE it or not, there are 

taxes which employers “choose 
to pay.” Under most state laws, 
some employers, though not liable 
for the state unemployment insur- 
ance tax, may or do elect to pay it, 
thereby insuring their employees, 
who would not otherwise be cov- 
ered, though an equivalent amount 
is paid to the federal government. 
State payroll taxes paid by employ- 
ers are a credit against their federal 
unemployment insurance tax up to 90 
per cent of such tax. The question 
arose whether payment to a state 
under such circumstances is really 
a tax, or a mere voluntary contri- 
bution. If the election has been 
made in accordance with state law 
requirements, it has been held to be 
a tax and properly creditable 
against the federal tax. 

Payroll taxes do not apply if the 
work is done outside of the United 
States. If performed partly within 
and _ partly without the United States, 
an allocation must be made on the 
basis of the relative time spent with- 
in and without the United States. 

An interesting ruling on the ex- 
istence of employer-employee rela- 
tionship, upon which payroll taxes 
depend, involved a company employ- 
ing a department supervisor who 
was paid on the basis of the number 
of units produced in his depart- 
ment. He, in turn, had a number 
of individuals working under his 
direction and paid by him, so that 
their names did not even appear on 
the company’s payroll. They were, 
nevertheless, held to be employees 
of the company and not of the super- 
visor. 

Amounts paid to employees in re- 
imbursement of traveling and other 
expenses incurred in the business of 
the employer, do not constitute 
wages and hence are not subject to 
payroll taxes. It is necessary, how- 
ever, that the employer receive from 
the employee a detailed expense ac- 
count supporting the amounts in- 
volved. 
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these new mowers wil 


IS INSTANTLY RECOGNIZED AS THE BEST BUY... 


The appearance, a neatness and freedom from complicated mechanism of 


show you at a glance the SALES APPEAL they have 


for the prospective buyer. 


Built in two sizes, 18 and 21 inches, these new low cost power mowers have all 
the features that make them desirable to the Home Owner, Hospital, School or 


Industrial Plan with a lawn of one acre or under. 


1% H. P. motor with latest oil type air cleaner. 
Simple manual control belt and chain drive transmission. 
Formed aluminum motor support base. 
Pressed steel construction throughout. 
18 inch five-blade reel. 
Solid rubber 11/.” tires. 


Write Today for Complete 
Information 


Built by America's Largest Producer of 
Power Mowing Machinery. 


MANUFACTURING CORPORATION ~™ 
MINNEAPOLIS 















MARCH 24, 


FEATURES 


TORO 


MINNESOTA 











18 Inch ® 
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THEY’LL KEEP COMING BACK FOR MORE 


FORD CHARCOAL BRIQUETS 


That’s one of the chief reasons for stock- 
ing Ford Charcoal Briquets—they’re a 
natural for building repeat business. 
The profit in each sale is, of course, 
the main reason, but few other items 
have the added advantage of bringing 
folks back time and again—all year 
round—the way Ford Briquets do. House- 
holders use them for grates, and furnace 
kindling. Sportsmen, campers and 
picnickers use them for cooking. 





By-Products Division 


1938 


& 


FORD MOTOR COMPANY 


Restaurants and industries consume 
large quantities. 

Display Ford Charcoal Briquets and 
the inexpensive kits in $1 and $2 sizés, 
consisting of a portable steel grill, box 
of Ford Charcoal Briquets and handy 
container. Once you get Briquets going 
in your neighborhood, you'll have cus- 
tomers coming back—for more and 
more. Write today for details on 
this money-maker. 


Dearborn, Michigan 


Also Available in 
a 21 Inch Model at 


> i $9gs0 

















It pays to specify 


US hemes / 


y- MU Tey WETTING 
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@ Whenever you place an order for poultry net- 
ting, be sure to specify U. S. HEXLOK and 
U. S. STRAITLOK by name! By concentrating 
on these superior, modern poultry fabrics, you 
simplify the problem of buying, stocking and re- 
ordering. You hold down inventory, eliminate 
mixed, slow-moving stocks. You make the selling 
job easier, build profitable repeat business, be- 
cause U. S. Poultry Nettings sell without effort, 
give lasting consumer satisfaction. 


@U. S. HEXLOK and U. S. STRAITLOK 
Poultry Nettings are distributed only through 
the regular wholesale and retail trade. Ask 
your Jobber—or write for complete informationl 


INDIANA STEEL & WIRE CO. 


Muncie, Indiana 
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Selective Distribution 


(Continued from page 72) 


> 


because my competitor cut his.’ 
That is no excuse and it will get 
us all nowhere fast. It takes com- 
mon sense and just plain “guts,” 
and that means a willingness to 
lose an order sometimes to im- 
prove conditions generally. 

Another point: A representative 
of any kind out of control of his 
home office where the policy is 
made and the responsibility lies is 
dangerous so far as price mainte- 
nance is concerned. 


Nothing Illegal 


There is nothing illegal about 
all this—even before the Tydings- 
Miller Law. A manufacturer has 
a right to set his resale price and 
tell a distributor what he will do 
if that distributor does not respect 
it—and that applies away from 
home as well as at home. The 
manufacturer should urge his dis- 
tributors to respect his resale, out- 
side his normal trading area as 
well as at home and then, if he 
cuts, treat him the same way as he 
would had he done it at home. But 
in doing so he must abide by the 
same rules and when he, the man- 
ufacturer, goes into a territory 
where he has no distributor he may 
solicit business and sell direct if 
he chooses but all the time respect 
his own resale. 

In most cases a cut price reflects 
the mind of a cheater—whether 
manufacturer or distributor. It is 
a reflection on himself and on his 
company and, if a distributor, it is 
a reflection on his source. 

Do you think for one moment 
that a distributor or manufacturer 
who is able enough to manage a 
successful business, is not clever 
enough to find ways of covering up 
a cut price? Of course he is. You 
know it and I know it. An invoice 
or a written order does not neces- 
sarily tell the whole story. It may 
take a Tydings-Miller Law to run 
our business fairly or ethically, 
but if it does, just remember that 
it won't be invoices and orders that 
will have the light of day shed 
upon them but the company’s 
books. 


Now I want to turn my hat 





around and speak as part of the 
Relations Committee of the Ameri- 
can Association and to the dis- 
tributors. This subject of resal: 
schedules leads directly into the 
question of “adequate margins.” 
What is an adequate margin? It 
isn’t a blanket 30 per cent or 15 
per cent, or 50 per cent, yet on 
certain lines it might be anyone 
of these. Too great a margin is 
dangerous and not economical— 
it encourages unnecessary competi- 
tion, discourages buying and is 
generally a temptation. Few man- 
ufacturers dispute the fact that an 
adequate margin for distributors 
is fair and is necessary. If dis- 
tributors know what is the proper 
margin for different lines or 
grouping of lines and ask for that 
specifically they will in most cases 
get it. But when a blanket request 
for greater margins is made it dis- 
courages those manufacturers who 
have already worked out adequate 
margins on their respective lines, 
and tends to defeat the very thing 
the distributors want. I don’t de- 
fend a manufacturer who says, 
“We gave them 10 per cent mar- 
gin once and they cut that, so why 
should we give them more now?” 
Again I say it was his own fault 
that his 10 per cent margin was 
cut. Further that if he will work 
out an adequate margin and then 
defend it, he as well as his dis- 
tributors will be the gainers. 


Distributor Differential 


Now I’m speaking again as an 
individual manufacturer. Just a 
few words about stocking distribu- 
tor differentials. This refers to the 
distributor who carries the line of 
a manufacturer and pushes it. | 
believe he deserves price protec- 
tion over the distributor who does 
not stock that line but who in all 
probability stocks a competitive 
line. Otherwise what incentive is 
there to the stocking distributor to 
invest capital in that line or to put 
selling effort behind it? In other 
words, to do the things that a man- 
ufacturer expects of him. There is 
a very definite obligation on the 
part of the manufacturer. 

There is another group of manu- 


HARDWARE AGE 








the 
ri- 
lis 
alc 


the 


It 
15 
on 
ne 
is 


























THERE’S NOTHING LIKE EXPERIENCE 





The flexibility 
and toughness of 
the steel used in 
ABW Shovels i¢ 
due to the Con- 
tinuous Rolling 
process, a special 
method of mak- 
ing steel. 


Not a sign of a 
break or esta 
ABW blades 
withstand gruel- 
ing tests, abuse 
and tough usage. 
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Four of many authentic 
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designs 


AND MANUFACTURERS OF 


Testing ABW Shovels 


@ “Of all the many tests to which we 
subject ABW Shovels, none is more in- 
teresting than the blade tests shown here. 
When you can take a shovel and bend 
the blade like a hairpin, without the 
steel showing any fracture or impair- 
ment of texture, then you can be sure 
you have the best in shovel steel. And 
every day we put hundreds of shovels, 
selected at random, through this test. 


“Every year we break up thousands of 
shovel handles testing the grain of 
Northern Ash. From our experience with 
these tests we have been able to con- 
stantly improve the quality of ABW 
Shovels—and that's why after One 
Hundred and Sixty-three years ABW 
Shovels are still the leaders.” 

Yes, and you can sell with confidence, 
for your customers will always find 
Quality, with its assurance of longer 
service, in ABW Shovels. 


AMES BALDWIN WYOMING CO. 


Parkersburg, W. Va.* North Easton, Mass. 
SHOVELS ... SPADES... SCOOPS .. . FORKS 
HOES...RAKES...POST HOLE DIGGERS 
AGRICULTURAL HANDLES 
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The true spirit of the time and country 
that gave it birth is retained in the 
design of every piece of McKinney 
Forged Iron Hardware. English, Spanish, 
Italian or American Colonial, McKinney 
designs are authentic designs, and the 
texture of the metal is maintained as it 
was by craftsmen of long ago. 

Accurate for application and priced 
within the range of the most modest 
home owner. Write for details. 


McKINNEY MANUFACTURING CO. 
PITTSBURGH, PA, 
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“Boy, that’s a honey 
of a set” 





QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS* 


AUY 
VLCHEK 
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facturers. They dump their whole 
proposition into a distributor's lap 
and say “here it is, go to it.” They 
leave it up to distributors with no 
suggestions or help and then com- 
plain if distributors don’t take an 
interest and do a good job. There 
is no reason for the distributor’s 
effort. If the manufacturer will 
do his part he has every right to 
expect the distributor to do his and 
complain if he doesn’t. | am, and 
I would be, the first to criticize a 
distributor handling my line who 
is not doing his share of the job. 
but first I want to be sure I have 
something for him and am doing 
my share. 


“The 10 Per Cent” 


I’ve been talking a good deal 
about the so-called “10 per cent of 
industry,” but it’s this 10 per cent 
that often makes a market. I be- 
lieve the 10 per cent is decreasing 
in numbers for it was only a few 
years ago when it was 20 per cent 
and some day it may be only 5 
per cent. 

It is easy for a distributor to 
find a reason for doing something 
he should not do if all he is doing 
is looking for excuses. Just as it 
is for a manufacturer to take an 
order direct or through some other 
outlet with the idea that it can be 
covered up. 


Loyalty 


I don’t think distributors should 
try to drive down a weak manu- 
facturer for a better price at any- 
time, especially in a sagging mar- 
ket. His strong competitor cannot 
let it go on indefinitely and stay 
in business. Don’t do this for a 
temporary advantage. That is all 
it is at best. Unfair or unethical 
methods tend to make a gyp out 
of any manufacturer. Loyalty may 
be another way of expressing it. 
Loyalty means a great deal. 

In most industries the better 
elements—the kind you distribu- 
tors must depend upon in times 
of stress or big demand, are 
constantly working to improve 
their industry, often against the 
most trying and difficult condi- 
tions within that industry, condi- 
tions that only they can know 


about. Then is when loyalty on 
the part of distributors should 
show itself. Then is when it can 
do the most good—not only for 
the manufacturer but in the long 
pull, for the distributor himself. 


Good Buying Policy 


Let us not expect the millen- 
nium, but assuming that a manu- 
facturer does his fair share, what 
is the obligation of a distributor? 
A good buying policy is not all- 
that is just the beginning. He 
should uphold his part of what 
might be considered a contractual 
arrangement — or obligation - 
mostly unwritten; as a matter of 
fact it would be difficult to put it 
in writing. A contractual obliga- 
tion is not necessarily a legal 
obligation but it is certainly a 
moral obligation and an ethical 
obligation. 


Morally Obligated 


Consider a distributor and a 
manufacturer, the former having 
taken on the line of the latter. It 
makes no difference whether the 
distributor sought the manufac- 
turer or the manufacturer sought 
the distributor, the fact remains. 
Assume further that the manufac- 
turer has done and is doing all 
that could be desired by way of 
cooperation in fulfilling his part 
of the arrangement. The dis- 
tributor is then morally obligated 
to fulfill his part, both in the 
things that he should do and in 
the things that he should not do. 
You know without my enumer- 
ating them what these are. They 
are both tangible and intangible 
and go beyond a mere written con- 
tract in making up the spirit of 
what is a satisfactory arrange- 
ment. It is in the nature of a 
business friendship. Can you 
imagine a written contract be- 
tween two honest - to - goodness 
friends which states that they will 
trust each other, depend upon 
each other and have faith in each 
other? Such self-evident attributes 
are taken for granted between 
friends. Why shouldn’t they exist 
between a distributor and a manu- 
facturer ? 
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You can be sure the fellow who sells 
Sherwin-Williams Paints this year is 
ahead by plenty more than “a nose”! 
5 CMe (0) ol oe Col ab ele Me) ME Jem o) Ce fei—-11 
Dealers’ Own” advertising, selling 


and merchandising campaign that 
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PATENTED 


“GALVANNEALED” a€ Pai CE 


Copper-Bearing 


It’s no ‘‘trick’’ to sell your customers something they WANT. 
That’s why Mid-States ‘‘Galvannealed’’ cupper-bearing fence 
IS easier to sell. Farmers want a fence that will give them many 
years of service, yet at a price they can afford. And that’s exactly 
what you can give them if you sell Mid-States fence. 





The patented ‘‘Galvannealing’’ process by which Mid-States 
Fence is made, actually FUSES a thick 





layer of zinc into the copper-bearing 
steel... producing a wire that outlasts 
ordinary galvanized fence by as much 
as two times... by test. 


Sell Mid-States Fence this Spring. It 
means greater fence business for YOU 
and greater fence service for your 





sustemnans. that ‘click’. Presented 
MID-STATES STEEL & WIRE CO. in an unusual, interesting way 
No obligation. Limited supply. 





Fence-selling ideas 








Dept. M-55 Crawfordsville, Ind. 


ever turned paint into profit. 

Don't let the “other fellow’ nose you 
out! Get the facts... they'll cost you 
nothing. Write for them now to The 
Sherwin-Williams Co., Cleveland, O., 


and all principal cities. 


Liams Paints 
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SHEFFIELD'S NEW 


BRONZE POWDER 


ASSORTMENT 


Featuring popularly priced 1 oz. 
bottles. 6 essential colors. 
Beautiful lithographed all- 
metal display and stock- 
keeper FREE with 

small assortment. 

















ALUMINUM 
PAINT — PASTE — POWDER 


Away out in front — with full line of 
packages of paste or powder—'™% lbs. 
to drums. Ready mixed Paint and 
2-compartment cans. We do all 


our own manufacturing — the 
paste, the powder and the 
bronzing liquid. Finest 
Quality. Surprisingly 


low prices. 









ss SHEFFIELD 
Pia 


‘OIL COLORS 


All popular colors in all sizes from 
4x4 lithographed tubes to 1 gal. 

cans. Beautiful, sales stimu- 
lating display racks. All 
year round sellers. By all 

means, feature these— 
for steady profits. 





Kleen-A-Paint ® Three-Star Floor Cleaner 
Crack Filler @ Kleen-A-Brush @ Iron 
Enamel @ Bronze Powders ® and Woodfix 


Order from your Jobber Now 
Jobbers—Write for Discounts! 


SHEFFIELD 


BRONZE POWDER & STENCIL CO., INC. 
The Specialty House of Top Values 
3000 Woodhill Rd. Cleveland, Ohio 
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Wisco Convention 


(Continued from page 62) 


trails in the use of large appliances. 
Mr. Falk caused a check to be made 
of every home served by his com- 
pany’s power lines, to determine the 
percentage of homes equipped with 
electric washers, refrigerators. 
ranges and ironers. The study in- 
cluded 67,000 town homes and 11,- 
000 rural customers. The results of 
Mr. Falk’s study indicated that only 
14.3 per cent of the homes owned 
washing machines compared with 
the national figure of 55.5 per cent. 
Only 26.4 per cent now own a re- 
frigerator while 49.4 per cent is the 
national index. Only slight differ- 
entials exist in the comparison of 
state and national figures for ranges 
and ironing machines. 

There can be no doubt of the 
rich market awaiting aggressive 
hardware dealers in Wisconsin if 
they only sold the units necessary 
to bring the State up to the national 
average, Mr. Falk declared. To do 
this, he said, the merchant must 
identify himself as an appliance 
dealer in his community. display 
this merchandise in the atmosphere 
of its use in the home—a model kit- 
chen, for example. It is important. 
Mr. Falk pointed out. to make the 
appeal to housewives for they open 
the family purse strings. 

W. N. Gallagher, president, Na- 
tional Washing Machine Manufac- 
turers Association, addressed the 
meeting. Since 1932 a total of 714- 
million electric washers have been 
sold and in each of five successive 
years 1,000,000 units were marketed, 
the speaker declared. Sales of wash- 
ers and ironers for 1937 reached a 
sales total of 1,642,019 units with a 
retail sales value of $135,000,000. 
This showing, he indicated, should 
invite the careful consideration of 
hardware dealers. The replacement 
market alone, Mr. Gallagher esti- 
mated at 10 per cent for 1938 and 
pointed to newly wired homes, an 
average of 1,000,000 marriages and 
other new users as a_ reasonable 
basis for a continued volume sale of 
washers and ironers through 1938. 

December, it was disclosed, is the 
low point of sale with August and 
September as the high point. That 
consumers do not want the low- 
priced washers, Mr. Gallagher illus- 
trated by sales data presented on 
charts. Only 4.4 per cent of sales 
in 1937 were on machines ap- 
proximating $40 while the average 
price was $72.24. Mr. Gallagher 
urged the dealers to sell washing 


machines and ironers jointly. In 
the case of budget plan sales, he 
suggested an ironer sales demon- 
stration following the 10th or 11th 
payment. In a_ survey of sales 
methods, Mr. Gallagher indicated 
that 64.3 per cent of hardware | 
dealers try to sell washers and 
ironers at the same time. For all 
types of dealers the figure was given 
as 69.7 per cent. 

Mr. Fitschen at this point urged 
all Wisco dealers to display three or 
four models of washers at all times 
to facilitate the sale of better grade 
washers. He then introduced W. H. 
Bremer of Westinghouse Electric & 
Mfg. Co. who emphasized the need 
of good displays well located, backed 
by adequate advertising and a 
knowledge of the merchandise itself, 
if small or table electric appliances 
are to produce the profitable volume 
sale they are capable of. 

The Wednesday afternoon session 
was in charge of Al Edland, sales 
manager for Wisco. 

The Men’s Chorus of the Univer- 
sity of Wisconsin offered a group of 
songs after dinner and the featured 
speaker was C. A. Dykstra, presi- 
dent of the University of Wisconsin. 

The Thursday meetings opened 
with an address by Emerson Ela, a 
Madison attorney, who discussed 
many legal complications frequently 
experienced by merchants operating 
as partnerships or as corporations, 
pointing to the value of competent 
legal counsel in avoiding situations 
which might prove costly to dealers. 

Forbes Getty representing John 
Lucas & Co., Philadelphia, outlined 
the advantages the revised FHA pro- 
gram holds for hardware dealers 
and predicted that competent deal- 
ers will find profitable the expansion 
in home building the program makes 
possible. 

Following the luncheon, Maxwell 
I. Schultz, vice-president, Willmark 
Service Systems, Inc., of New York, 
stated that more than $300,000,000 
are lost by retail stores each year 
through theft. He outlined a plan 
for preventing such losses as well as 
for improving the efficiency of re- 
tail clerks in suggesting the pur- 
chase of related items of merchan- 
dise to their customers. 

The concluding event of this 
three-day convention was a dinner 
at which Gus Anderson, world trav- 
eler and lecturer, gave his views of 
the conflict raging in the Orient 
based on personal observation. 
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Fishing Tackle 


No luck involved! No 
guesswork about it! Those 
all - important EXTRA 
SALES dollars are going 
to be yours this season if 


a you stock the popular, fast- 
Split Bamboo selling line of UNION 


2-piece Boat Rod 


? 


fishing tackle. Fishermen 
are bound to be attracted 
by the new 1938 UNION 
models — rods and reels 
designed for dependable, 
satisfactory performance 





that are RIGHT! 


_ From tip to grip, every 
UNION rod 
made. Highest grade ma- 
terials in the hands of 
skilled craftsmen mean 
rods that are sturdy yet 
flexible, correctly balanced 


and trim in appearance. 
* 6 ¢ 


In addition to a complete 
line of Reels and Steel Bait 
and Casting Rods, 
UNION manufactures 
over a hundred different 
styles of Split Bamboo 
Rods for both fresh and 
salt water fishing—a busi- 
ness-getting line that will 


No. 7169 


A A A 


“UNION" 
Lightweight 
Fly Reel 





See) 11H 


- 











OT 


register. 





No. 4171 No. 4952 Send for catalog No. 19. It 
gives complete and detailed in- 
formation about each Rod and 
Reel and makes ordering from 


your jobber an easy matter. 


No. 4171 Solid Steel Casting Rod 
No. 4952 Tubular Steel Casting Rod 
No. 4526 Steel Telescopic Bait Rod 


(BEWEE OEY 
HARDWARE COMPANY 


REC.U.S.PAT. OFF. ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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is expertly | 


with UNION Sellem 


and made to sell at prices | 


put dollars in your cash | 
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Door Closers 


Now is the time to push Door Closers, and ILCO has a 
full line for you. As tops in value you can sell ’em the 
extra powerful 3002, priced right for sales and profits. 
For the de luxe demand show 3001 Senior; and for light 
installations 2001A Junior. And if they want a liquid 
closer for the screen door, you'll please them with the 
650. 

Get our catalog and prices today—and be ready for the 
screen door closer season with the line that offers de- 
pendability and value—ILCO. 

















ILCO No. 3002: Large, sturdy barrel; weather 
resisting gun metal finish; specially processed, en- 
closed spring; improved positive adjustment; simpli- 
fied application for right or left hand, inside or out. 








Solid brass barrel, polished; 
adjustable speeds; 


ILCO No. 3001 Senior: 
heavy duty special tempered spring; 
easily installed anywhere. 





Solid brass barrel enclosing heavy spring 
installed. 


ILCO No. 2001A Junior: 
adjustable speeds; easily 


ILCO No. 650 Liquid Closer: Compact 
and powerful—installed anywhere without 
reversing spring; adjustable speeds; best 
materials and workmanship. 


ATTRACTIVE 
COUNTER DEMONSTRATING 
DISPLAYS FURNISHED 
ON REQUEST 


INDEPENDENT 





soem LOCK COMPANY 


THE SYMBOL OF SUPREME 


LOCK PROTECTION 





Fitchburg, Mass. 


Branches In Principal Cities 
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DIFFERENT 


| 
| 
| 
| 
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The “Little Business” Conference 


(Continued from page 46) 


gratifying as they have been to 
those that know the contents of 
these reports. 

“The contents of the group re- 
ports are on file in the Commerce 
Department. A digest or synopsis 
of same was read and handed to 
the President at the conference of 
the ten chairmen with the Presi- 
dent on the third day of the con- 
ference. 

“My impression since leaving 
Washington, having attended the 
general meeting, having attended 
one of the group meetings, hav- 


| . 
| ing attended the second general 





| 
| 
| 
| 
| 


| upon by 


g, and having visited with 
the President with the group chair- 
man—is that everyone invited by 
the President came to Washington 
with the hope that he could con- 
tribute something to the confer- 
ence that could be seriously con- 
and immediately acted 

the Administration to 
help guide them out of their trou- 
bles, and for this reason they ac- 
cepted the invitation to be present. 
“These men arrived in Washing- 
ton with the serious hope they 


meeting 


sidered 


securing recognition but any for- 
mation of little business as a 
group or groups should be free 
from rackets, should be sponsored 
by honest, trustworthy and reliable 
men, and until such an organiza- 
tion is formed businessmen should 
be guarded in joining any group 
for this purpose unless they know 
responsible parties are in charge. 

“Little business, with big busi- 
ness at the top, must necessarily 
be smart to compete with the so- 
called ‘chronic chiselers’ of ‘chisel’ 
business at the bottom. Little 
business represents a surprisingly 
large percentage of the production 
of the country. Little business 
employs a vast number of em- 
ployees from coast to coast, and 
is vitally interested in conditions 
that will return the unemployed 
to their jobs. Little business has 
a right to be heard along with 
other organizations that have or- 
ganized for this purpose. I feel a 
start toward this end has been 
made by the invitation to the 
Washington conference, and cer- 
tainly little business should carry 





could contribute something help- on.” 
ful and constructive to assist in 
removing yresent obstacles. as . Ts 
BETTER et Mr. Kaiser’s Views 
see they see it, in the way of progress 
: and the retur idle me Another prominent hardware 
A true “EYE-EEZ" lamp with all é turn of idle men and Another pro | ha 
women to work. These men re- merchant who participated _ is 


the important elements of light 





by actual 
comparison. 


special 
sortment 
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conditioning built into it. 


FREE DISPLAYS 


that 
lamps 


Included with 
as- 


deals. 


for full information. 


25 tens tiem cle) ite) 7 Bale), | 
TOLEDO, OHIO 








turned from Washington, having 
left on record in Secretary Roper’s 
office ten reports that in my mind 
cover every subject that business 
men and women are discussing 
when talking together at luncheon, 
dinner or banquet. They report 
the troubles and criticisms: they 
report their suggestions, and their 
desires: they report their requests 
for serious and immediate consid- 
eration by the President and the 
Administration. They left Wash- 
ington to return to their homes to 
watch the results of their under- 
taking written into these reports. 

“Since this important meeting 
of small business in Washington 
many group meetings have started 
in various locations, and the in- 
terest created is one that in my 
opinion should grow and ‘get 
places’ for certainly small busi- 
have manner of 


ness should its 


Harry D. Kaiser, Kaiser Brothers, 
Philadelphia, an N.R.H.A. direc- 
tor. At the recent Pasha conven- 
tion, Mr. Kaiser a past president, 
spoke briefly on the “Little Busi- 
ness Conference,” saying in part: 

“The need of some plan for 
financing small business was very 
obvious to those who attended the 
conference in Washington during 
the week of Jan. 31. It was very 
plain to be seen that the little man 
wanted help—and needed it bad- 
ly. That need could be sensed 
from the sentiments of the gather- 
ing. 

“The fact was apparent to me 
before I went to the conference. 
on the invitation of Secretary 
Roper. I had prepared a few 
notes previous to leaving Phila- 
delphia which would have formed 
the basis of any remarks I might 
have been called on to make be- 
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FOR YOUR PROTECTION 


AND PROFIT... Sel the 


products identified by 
WICKWIRE BROTHERS LABELS 




















@ Dealers can take all the 
guesswork out of mer- 
chandising by pointing to 
the Turkey Label on the 
<a> | netting they sell their cus- 
Up tomers. It assures an ex- 






ceptionally long twist, 
heavy galvanizing which 
completely fills the twists, 
rigidity with no sagging, 
| real rust resisting and 
longer wearing. 





Dr. Seuss 





“Boy, you sure ring up the sales! as 
How come?” 
“It’s easy. All I need is a starter, 
and CROSS TACKS give it to me. 
Then I suggest other things a cus- 


tomer may need.’ 











| 


Sold in the distinctive {* 
Red.Blachand White 
Pachages 





@ Your customers come back 
| for more of the Hardware Cloth 
| identified by the Cortland 
Label. They are completely 
satisfied with the dependability 
and uniformity of this quality 
product. It is furnished in stand- 
ard meshes with extra heavy 
bright zinc coating. Also spe- 
| cial grades in plain steel, tinned 

or galvanized wire with wide variety of different meshes and gauges. 





@ Every bale of Wickwire Brothers Poultry Netting and Hardware 

| Cloth is made from copper bearing open hearth steel. Over 60 con- 
tinuous years of manufacturing quality wire products prompts us 
to say, ‘“‘Buy with confidence, products identified by Wickwire 
Brothers Labels’’. 





EAST JAFFREY, N.H. Copr. 1938 BY W.W. CROSS &CO., INC 
WRITE FOR DETAILS OF DISPLAY STAND OFFER 





| SPECIFY WICKWIRE BROTHERS TO YOUR JOBBERS 


Vai Chapple in a ardocd ff WICKWIRE BROTHERS 
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OWAGES 


Social Security tax 


| 
for these 6 extra 
LAWN SEED SALESMEN 










<=, WOODRUFF: 


. The Sien of 
Good Seeds 


Bellerose, L. I. Toledo, Ohio 
--for more profits MAIL TODAY.-.- 


F. H. Woodruff & Sons 
Milford, Connecticut 





Tell me how I can make bigger profits mer- 
chandising Woodruff’s Lawn Seed. 


Name 
Street 
City 


State 


fore the Conference. Of course, | 
wasn't called on. Few of us were, 
for there was so much turmoil— 
actually, it was a bedlam—many 
of the conferees clamoring all at 
once to be heard and to get pos- 
session of the microphone. 

“I will venture to say, however, 
that every man who went there on 
invitation had prepared a speech, 
or at least jotted down some notes 
to be used for that purpose. Most 
of them, no doubt expected to be 
asked to give their views and sug- 
gestions as to remedies. I would 
have been prepared if my views 
had been asked for, but when I 
heard the tempo of that gather- 
ing, I preferred to remain a mute 
onlooker. 

“I was one of 26 Philadelphia 
business men invited to represent 
small business in this city and I 
was the only retail merchant in 
our delegation. 

“As soon as I listened to the 
Washington Conference—and even 
before, through conversation with 
sensible and substantial small 
business men from all parts of 
the country I was in contact with 
there—I sensed that the gathering 
had a very serious import. The 
uproar and disorder was amusing 
to a certain degree, but one could 
not but be impressed that there 
was something decidedly wrong 
which caused these business peo- 
ple to become so wrought up. | 
felt that it would bring the Ad- 
ministration inescapably to real- 
ization of the fact that something 
is very wrong and something had 
to be done. 

“I think that most of the 900 
business men who were there from 
all over the country were agreed 
that too much Government regula- 
lion and taxation of business must 
cease. Fear and restrictive legis- 
lation are driving much of small 
business toward the bankruptcy 
courts. 

“It is obvious that the greatest 
cause of the present so-called ‘Re- 
cession’ is fear. Fundamentally, 
business is sound and offers no 
apparent reason for a recurrence 
of bad times so soon after the last 
slump. It, therefore, becomes all 
the more clear that fear is causing 
it. 

“Analyzing that fear, we find 
that it emanates almost entirely 
from existing and proposed regu- 


latory legislation aimed at busi- 
ness, coupled with the heavy de- 
mands on business made by tax 
laws. Banish that fear and busi- 
ness will take care of itself. That 
is my plan for recovery, and | 
found that most of the sensible 
men I talked to in Washington 
were of the same mind. 

“With confidence in 
waning so rapidly as it has been 
under the assaults and threats of 
the Administration, the future 
holds little hope for the small 
business man. He simply cannot 
withstand the pressure. 

“I believe Congress and the 
Administration should remove the 
cause of this fear at once, and, 
further, remove the barriers to 
business expansion raised by exist- 
ing tax legislation. Steps should 
be taken to regulate the danger- 
ously large amount of the national 
income now being allotted to de- 
fraying the expense of government. 
Further—as news from Washing- 
ton seems to inform us is about to 
be done—there should be relax- 
ing of the existing laws and reg- 
ulations covering the flow of cap- 
ital, enabling the offering to small 
businesses of financial assistance 


business 








on easier terms.’ 


“Soilfitter” Catalog 


The new 1938 catalog contains the 
many new farm implements that have 
been added to the “Soilfitter” line. It 
also contains practical information such 
as how to make a rotary hoe at home. 
how to increase crop yields, how to 
check land starvations, evils of soil ero- 
sion, technique of modern engineering, 
operation of farm implement for maxi- 
mum net income, etc. A complete list 
of repair parts for the entire “Soil- 
fitter” line and other lines no longer 
manufactured but for which repair parts 
are obtainable are also contained in the 
catalog. This catalog, No. 73-R, is 
available from General Implement Co. 
of America, Inc., Cleveland, Ohio. 


Outboard Motors 


Two new catalogs have been issued 
illustrating and describing Evinrude and 
Elto outboard motor models for 1938. 
Evinrude Motors, Milwaukee, Wis. 


Perfection Oil Stoves 

“The Best Way To Cook Is With 
Oil” is the title ef a new booklet de- 
scribing Perfection oil stoves. The book- 
let contains 20 pages, 644x8%4 in. and 
is printed in four colors. Perfection 
Stove Co., Cleveland, Ohio. 
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Ebling’s Sold 1576 Shovels When 
Kenmore, N. Y.. Was Snowed In 





H. J. EBLING 


ECAUSE snow is plentiful every 

year around Kenmore. N. Y. 
(adjoining Buffalo), B. Ebling 
Hardware, Inc., 2840 Delaware Ave.. 
is always ready with a stock of sev- 
eral gross of shovels and scoop 
Early last December the 
usual large stock was ready but the 
store was concentrating on prepara- 
tions for the sale of toys and gift 
lines when a heavy snow storm 
started. In one week as the result 
of a fall of more than 4 feet of 
snow in three days, with resultant 
drifts of from &to 20 feet, Ebling’s 
sold 1576 shovels and scoop shovels, 
a number of sleds and skiis and 
automobile chains. 

Instead of bemoaning the sight of 
a 12 foot bank of snow outside the 
store Ebling’s used the bank for ad- 
vertising shovels, auto 
chains, etc., by inserting hastily 
lettered cardboard signs in the 
bank. Among the dozen or so signs 
were three reading, “Snow Shovels 
—1938 Model—$1.00,” ‘‘Claw 
Chains—75c and 85c” and “Auto 
Hooks Inside.” To give Kenmore 
folks something to smile about there 
was one sign reading, “Florida— 
Straight Ahead.” 

Ebling’s had a stock of two gross 
of shovels, six dozen long-handled 
street shovels and four dozen scoop 
shovels, an even larger stock than 
had been on hand the year before. 
Shovels began to sell fast so a 
*phone order was put through for 
four gross of shovels from a New 
York state manufacturer and orders 
were ‘phoned to an Ohio wholesaler 
for two gross of black steel shovels. 
A Buffalo wholesaler sold its re- 
maining stock of eight dozen shovels 


shovels. 


scoops, 
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and scoops to Ebling’s and when it 
was learned that the east side of 
Buffalo had not been heavily hit by 
snow the store managed to borrow 
14 dozen shovels from Buffalo deal- 
ers. Every kind of scoop or shovel 
that could possibly be used for snow 
shoveling was sold and despite the 
constant search for stock replace- 
ments at least 75 sales were lost 
because stock was not available. 

On Sunday, because of the emer- 
gency situation, hardware and gro- 
cery stores were requested by local 
authorities to open for business. 
That morning a gross of shovels ar- 
rived from a wholesaler and 80 of 
them were immediately sold. The 
company’s regular shovel and scoop 
stock was augmented during the 
“digging out” days by 952 shovels 
purchased from manufacturers and 
wholesalers and by 240 borrowed 
from other dealers. 

Edward C. Ebling, treasurer, B. 
Ebling, Hardware, Inc., says, “All 
we tried to do was to get enough 
shovels for the people who needed 
them. That was one time when there 
was no question of salesmanship. 
We stacked shovels in front of the 
store and men could hardly wait to 
hand over their dollars and rush 
away with shovels. We sold every 
sled in the store. When people who 
needed to replenish their food 
stocks, found they could not get 
their cars out they bought sleds to 
haul groceries they needed. When 
the sleds were gone, folks bought 


* ” 
Pa ay 


In front of the Ebling Hardware Co. after the blizzard. 





EDWARD C. EBLING 


baskets, of all kinds, to carry food 
to their homes. 

“We do not stock snow shoes even 
for the holiday trade, as we have 
little demand for them. We could 
have sold lots of snow shoes had we 
had them in stock. In one evening 
alone we had eight calls for snow 
shoes, chiefly from factories in out- 
lying districts where workmen were 
isolated. 

“We figure that the 
family, in our community, spent 
about $5.00 digging out—a dollar or 
two for shovels and about $3.00 for 
chains.” In addition to other snow 
lines several dozen sets of skiis were 
sold the first day of the snow storm 
and vain attempts were made to get 
replacements. 

H. J. Ebling is president of B. 
Ebling Hardware, Inc. and Edward 
C. Ebling is treasurer of the con- 
cern. 
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CUSTOMERS 


KNOW 


THERE IS A 
DIFFERENCE 





" 




















Your customers know from 
experience that they cannot 
buy better tools than Morse 
...that Morse stands for effi- 
ciency. That is the reason it 
pays to have acomplete stock. 


THE MORSE LINE 


Includes 
High Speed and Carbon 


Drills Chucks 
Reamers Counterbores 
Cutters Mandrels 
Taps and Dies Taper Pins 
Screw Plates Sockets 
Arbors Sleeves 


TWIST DRILL & MACHINE CO. 


NEW BEDFORD, MASS., U.S.A. 
NEW YORK STORE: CHICAGO STORE: 


570 WEST 
130 LAFAYETTE ST. RANDOLPH ST. 
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A Hardware Man Takes Over 
A Bank 


(Continued from page 35) 


ported without any columns that 
would mar the floor below. Ac- 
cordingly, the store presents a 
large display area without any 
supporting pillars to interrupt the 
customers’ view. 

The larger floor area of the new 
store has necessitated the addition 
of several new wall cabinets and 
many display tables to supplement 
those brought from the old es- 
tablishment. There are two rows 
of open tables with wide aisles 
between. One long, paneled coun- 
ter used in the bank has been 
set up to serve as a store counter 
across the rear. 

An attractive display area for 
refrigerators, radios, washing ma- 
chines and similar wares has been 
made out of the old reception 
space of the bank. This section. 
which forms one side of the main 
room, is raised about 8 in. from 
the floor and is set off from the 
rest of the store by a brass fence 
with two open gateways. At one 
side of this is the glass-partitioned 
“president’s” room, now used as 
an office by Mr. McChesney. 

The basement is what hardware 
dealers dream about. There are 
seven rooms, all with finished 
walls, ceilings and floors. During 
banking days these rooms were 
used as conference rooms as well 
as for filing and storage. Some of 
them are lined with steel wall 
shelves, making ‘them excellent 
stock rooms for hardware mer- 
chandise. One large room will be 
fitted up as a den and semi-game 
room while another room has been 
converted into an off season toy 
display department. 

A freight elevator at the rear of 
the basement rises alongside the 
door to the shipping and receiving 
department. By this means heavy 
or bulky merchandise can _ be 
easily lowered to the basement. 

The greater amount of display 
space available in the new store 
has permitted Mr. McChesney to 
add several new lines of merchan- 
dise. Among the lines added are 
a complete stock of glass table- 
ware, cutlery, an enlarged line of 
major appliances, an additional 


stock of aluminum ware and a 
considerably expanded stock of 
paint. Practically all of the stock 
can be put on open display without 
crowding the store or detracting 
from its neat appearance. The in- 
terior of the store still retains the 
quality aspect of its banking days. 

But it is the front exterior of 
the store that literally “knocks 
your eye out.” The last thing that 
one expects of this impressive 
building, with its huge columns 
and lofty arched window, is a 
hardware store. Yet there are the 
two wide display windows filled 
with hardware items, and over- 
head is a large sign, so that there 
can be no mistake—“McChesney’s 
Hardware Store.” 


This Firm Went 
to Town 


(Continued from page 39) 


of position on the better selling 
numbers. 

One particularly pleasing part 
of the store’s home workshop 
equipment sales activity is that 
most of the power tools are sold 
for cash, although exceptions are 
made for some regular charge ac- 
count customers. Because most of 
the customers interested in the 
power units are well to do, it is 
not difficult to make sales on a 
cash basis. Frequent advertising 
in a local publication and the Ace 
Stores’ catalog help keep the tool 
stocks of the store before Wilmette 
home workshop fans as does the 
use of windows like that shown. 

Although the window was given 
over chiefly to tools, atmosphere 
was added by the display of two 
model boats made by home work- 
shop fans. Cards indicated the 
names of the craftsmen who built 
them and a number of people of- 
fered to buy the models. Besides 
showing power units and tools 
which could be used in any home 
there were a number of accessory 
items such as carving sets, carpen- 
ters’ aprons, oil cans, etc. Display 
material offered by manufacturers 
was used to feature the names of 
well known lines offered. 
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NO ROOFING 1S BETTER 
THAN ITS 


SURFACE 


Roofing can give service only so long as its topmost 
layer resists time and the elements. That’s why so many 
leading roofing manufacturers permanently protect 
the surface of their make of roofing with an outer 
coating of STA-SO. 

STA-SO is the surfacing of crushed, everlasting Vermont slate 
—non-porous, non-fading, wear defying. Its hard slate par- 
ticles, flat and overlapping like fish-scales, will not drop out or 
wash off. STA-SO completely seals any roofing surface and is 
proof against age, weather, fire and sun. 

STA-SO, on roofing, shows no brand or label. To make sure 
that any make of roofing you handle is surfaced with STA-SO, 
write us for the facts. 


CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECO 
ANY ROOFING SURFACED WI 


* STA-SOs@ 
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Gottschalk’s big Bronze Ball 
sells fast when kept in sight. 
With millions of delighted users 
and millions of others regularly 
reminded by extensive advertis- 
ing, women everywhere know 
that Gottschalk’s Bronze Ball is 
the perfect device for heavy duty 
scouring. Does a wonderful job 
.. quickly, easily ... and safely. 
The special bronze alloy won't 
corrode or splinter. Keep your 
stock complete with the Metal 
Sponge, Bronze Ball, Kitchen 
Jewel and Hand-L-Mop. 


Gottsc 


METAL SPONGE 


METAL SPONGE SALES CORP., Philadelphia, Pa. 
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SPURS THAT CUT 


WiTH 


The lead screw of the genuine Russell Jen- 
nings Auger Bit is located in the exact center 
between the two spurs, the knives that make 
the entering cut. This means that the one 
spur accurately “tracks” the other—resulting 
in a perfectly round, clean-cut circle that 
corresponds precisely with the size marked 
on the tang. 


To make sure of this in every instance, 
all bits are “miked” at the factory before 
shipping. 

Superior accuracy, with long edge life and 
easy boring qualities, makes the genuine 
Russell Jennings well worth its slight in- 
crease over the cost of bits less carefully 
made; and the satisfaction it gives is a lasting 
good will builder for your store. 


Your Jobber Can Always Supply the Genuine 





AUGER BITS 


MANUFACTURED ONLY BY 
THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 


COMPASS ACCURACY! 
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Wor a 
RIDE she WAVE 





Popular demand works for you or 
against you—all the time. 


In screw plates the popular de- 
mand is for “Little Giants.” They 
have been known and used by 
thousands all over the country for 
over 40 years. They outsell all 
other brands, regardless of price. 
And—they show the distributor a 
far greater profit per sale. 


Let’s all support National Hard- 
ware Week—May 9th to 14th, 1938 


GREENFIELD TAP & DIE CORP. 


Greenfield, Massachusetts 
Detroit Plant: 2102 West Fort St. 
Warehouses in New York and Chicago 


In Canada: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ont. 


GREENFIELD 
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The Consumer—Your Traffic Cop! 


(Continued from page 48) 


fall into these classes and that with 
very few exceptions it is unneces- 
sary to have a greater variety. 

I believe the first merchants to 
definitely select price lines were 
the 5-cent and 10-cent stores. They 
developed a selling technique that 
enabled them to handle transac- 
tions of small value at very low 
expense. They studied the consum- 
er and developed a method of dis- 
play that has been copied by prac- 
tically all lines of retailing. My 
first recollection of price lines in 
hardware had to do with pocket 
knives. Wholesalers’ prices were 
$2.00, $4.00, $6.00 and $8.00 per 
dozen, and knives automatically 
sold for 25 cents, 50 cents, 75 cents 
and $1.00 each. Probably the de- 
partment stores were the first ones 
to study price lining, and I suspect 
that it was more or less a by-prod- 
uct from their study of turnover. 
Department store executives were 
constantly striving for greater and 
greater turnover from the capital 
invested in merchandise and when 
they found a department with a 
slow turnover, it almost always 
happened that it was because they 
had certain goods that did not 
move and the reason they did not 
move was because they were not 
priced in accordance with what the 
consumer wished to pay. They fre- 
quently found that 80 per cent or 
90 per cent of the business would 
be concentrated on two and seldom 
more than three different prices. 
Very often consumers are puzzled 
by too great a range of prices and 
too small a stock of each particu- 
lar item. Generally speaking, if 
the quantity of each item is in- 
creased and the variety limited, 
the consumer finds it easier to 
make his selection. As an example 
of good price lining, the following 
prices are considered good practice 
by most retail merchandising ex- 
perts and seem to be universally 
used: 


5 10 15 19 25 29 39 49 
59 69 79 89 98 1.19, ete. 


By the same token the following 
prices do not seem to suit the con- 
sumer and, therefore, are not in 
universal use: 


4 6 13 16 24 27 36 
41 56 93 1.12, ete. 


Earlier in my talk I stated that 
you were in business to serve the 
consumer and inferred that success 
would be somewhat in proportion 


to how well you do the job. I wish’ 


to emphasize that you must not 
only be able to serve the consumer, 
but you must also convince the 
consumer of your ability and will- 
ingness to do so. Frequently you 
are misjudged because your prices 
are high on items of minor impor- 
tance, and if a customer recognizes 
a small item that is out of line, he 
assumes that all of your prices are 
high. Often the consumer is igno- 
rant of the many advantages, both 
in improved quality and service, 
that you are able to render and, 
therefore, you must adopt what- 
ever means may be necessary in 
order that he may understand the 
advantages of patronizing your 
store. 


Observe Traffic Rules 


I am leaving until the last the 
thing that I believe most important 
of all. If the consumer is our 
“traffic cop” and I thoroughly be- 
lieve that he is, I feel he is making 
further demands than the ones 
mentioned before If the dealer is 
going to get the “green light” to go 
ahead, I think he is going to have 
to observe the traffic rules, and by 
observing the traffic rules I mean 
that today the average consumer 
demands a clean store with attrac- 
tive displays, with modern, new 
and up-to-date merchandise con- 
stantly changing to meet the con- 
stantly changing demand. He also 
wants to be told about the mer- 
chandise that you carry through 
some form of advertising that best 
fits the individual store. No longer 
can we depend as we used to in the 
old days upon a consumer coming 
into our stores and asking for what 
he wants. There is too much com- 
petition now and I do not mean 
price competition alone. I mean 
competition with other retail busi- 
nesses for that part of the con- 
sumer’s dollar that is not used for 
food, shelter or clothing. If they 
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to guarantee you full profit. 


COLORFUL METAL DISPLAY 
AND 4 OTHER SALES HELPS 


You get these 5 sales helps abso- 
lutely free with American Cabinet 
Hardware deal assortments: (1) 
Metal display panel that makes 
extra sales the moment you use it 
(2) Manual of 25 tested ‘“Dollar- 
Makers for Dealers’’; (3) Business- 
building 2-color folders; (4) 
Cross-merchandising display; and 
(5) Display panel back illustrating 
all items with printed retail prices 


’ 





DESIGN NEW COLOR 
GROUPS COMBINATIONS 


N De y Ml 


Molded bases and 
embossed lines in 
Ebony Black, Red, 
Delphinium Blue, 
Green, or Ivory. 


“|M . Ml 


Regularly supplied with black 
embossed lines, but also avail- 
able in other colors to order. 


“- ] y’’ 


Quality cabinet hardware with 
modern lines to sell at com- 
petitive prices. 















for details or write us today for job- 


Ask Your Jobber iii: 


AMERICAN CABINET HARDWARE CORP. ROCKFORD, ILL, 











A new zhr<d/ for you coffee fans 









ONLY THE CORY GIVES ALL 
THESE FEATURES AT ONE 
PRICE AND IN ONE PACK- 
AGE—NO “EXTRAS” TO BUY 
@ “Fast-Flo”’ Filter 


@ Bakelite Funnel Holder 
e Beautiful Platinum Dec- 


CORY-brewed coffee is rich and smooth with 
no bitterness or metallic taste. .. because you 
get only the true coffee flavor. CORY-brewed 
coffee never boils... CORY brewed coffee 


never touches metal... CORY-brewed coffee oration ; ; 
is produced bya contact of 3 minutes orless ® 2-Heat Electric Units 
between the hot water and finely ground {Hi-Low} 


@ Hinged Decanter Cover 

e Formed Pouring Lip 

e@ Heat-Resisting Glass by 
CORNING 


No metal touches the coffee 


coffee. Insist on the CORY Coffee Brewer. 
Models for every home and restaurant need. 
Write for our latest Catalog. 


GLASS COFFEE BREWER CORP. 


325 North Wells Street Chicago, Illinois 
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an 


BIG MONEY 


withthe . ... . 
LIGHT-WEIGHT HIGH SPEED 


SPEEDLITE 


SANDING MACHINE 


THE SAME EXTRA PROFIT 
OPPORTUNITY AWAITS 
ONLY YOUR 
QUICK ACTION 


Thousands of dealers who 
have tried and discarded 
other makes of Sanders 
are now using the Speed- 
O-Lite. They report that 
“it's the best paying item 
in any store.'' Look at the 


ACTUAL SALES RECORDS tS 
below for proof. 155A 
IN 12 MONTHS fl 
$1978.40 CHICAGO, ILL. (juar FOR 
IN 13 MONTHS 
$1557.67 ST. PAUL, MINN. j YEAR 
IN 7 MONTHS 
$1000.00 PAWTUCKET, R. |. 
IN 12 MONTHS 
$910.00 KANKAKEE, ILL. 
IN 6 MONTHS 
$400.00 HARRISBURG, PA. 
YOU CAN DO AS WELL. Feature a Speed-O-Lite on your floor 
and clean up a year's profits in a few months. With our Result- 
Proven Merchandising Plan and Advertising Material that is fur- 
nished FREE with each Speed-O-Lite, you CANNOT FAIL to get 
immediate response from both old and new customers who want 
to rent this revolutionary machine. IT WILL CLICK FOR YOU. 
YOU MAKE TWO PROFITS. Day by day sales records prove con- 
clusively that for every dollar a customer spends for rental, he will 
spend another dollar for sandpaper and floor finishing materials. 
Try this light-weight sander (weighs only 80 Ibs.) that rents on 


sight, and starts the dollars rolling in the first week. Write TODAY 
for a 5-DAY FREE TRIAL OFFER. 
SALES FEATURES THAT CLICK WITH THE CUSTOMER 
te Sands right up to the quar- % Ball-bearing equipped 
ter-round, eliminates hand throughout, with balanced 
labor. sanding drum. 
Picks up all dirt and dust— Guaranteed for one year in- 
leaves a ballroom finish on cluding high speed, heavy 
1) any floor. duty, burnout proof motor. 
NO EXPERIENCE required to Plugs into any convenient 
\| run a "Speed-O-Lite." light socket. 


|eaememe==SEND THIS COUP ONe===0000= 
| LINCOLN-SCHLUETER FLOOR MACHINERY CO. 
















INCLUDING 
MOTOR 








212 W. Grand Avenue, Chicago, Hl. 32538 


for Dealers. 
| NAME 
| ADDRESS 























| Send full details on your 5-DAY FREE TRIAL SPEED-O-LITE | 
| OFFER. Also complete information on your MERCHANDISE PLAN | 
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YOU WILL SELL 
MORE casters 


with this 


L 
f 

DISPLAY 
| 





@ PRACTICAL 
® PERMANENT 
© ATTRACTIVE 


This sales-making display 
block, complete with 
samples, is furnished free 
with the Quality Group of 
casters at . . . . $9.97 - 


YOU WILL SELL 
BETTER CASTERS 


and make more profit 
per sale... with the 


BASSICK 
QUALITY 
GROUP 


Ask your wholesaler or write 
to The Bassick Company for 
complete information. 


THE BASSICK COMPANY 
Bridgeport 





Connecticut 
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do a better merchandising job than 
the hardware dealer, they will get 
the “green light.” 

I am greatly encouraged at the 
improvement in retail hardware 
methods in the last few years. | 
have not said anything today that 
is very new or different from what 
I have said in the past, but today 
I venture to suggest that with a 
good many of this audience—per- 
haps a majority, will agree with 
most of the things I have said, but 
it is only a few years ago when 
very few would have agreed. Ten 
years ago the great majority of 
hardware dealers marked their 
prices in code and kept their mer- 
chandise hidden in boxes and 
counters. If we can show the same 
rate of improvement in retail hard- 


ware methods in the next ten years, 
I predict that the independently 
owned hardware dealer will re- 
claim a great part of the business 
that in recent years has been di- 
verted to other channels. I think 
the reason for this improvement is 
due to the studies that have been 
made of what the consumer wants. 
The only certain thing in business 
is change, and if we face the future 
with that thought uppermost in our 
minds that our excuse for being in 
business is merely an opportunity 
to serve the consumer, and that we 
are constantly willing to change 
our methods in order to best serve 
him, I feel sure we can avoid that 
odious traffic whistle and the gruff 
command to “pull over to the 
curb.” 


Feature China and Glass for Easter 


(Continued from page 36) 


window was of the half open back 
variety, permitting a view of the 
interior of the store, with the table 
electric appliances in the cabi- 
nets plainly seen. In the center 
background was a huge buff col- 
ored circle, against which were 
four big Easter eggs tinted in 
pastel tones, all cut from bristol- 
board. A cardboard rabbit, in a 
cook’s apron was holding aloft a 
salver on which was one of the 
actual egg cookers. Two larger- 
than-life white rabbits were seen 
at either corner of the window, 
and several of the egg cookers 
were scattered about the floor, 
mingled with baskets of small 





candy eggs. A card advised 
“Easter Special—Egg Cooker- 
$6.00.” 

The Dresslar Hardware Co., Los 
Angeles, stopped all passersby 
with their clever featuring of 
their glassware line. Down in 
front, presiding over an oval ta- 
ble on which were several articles 
of the beautiful glassware, was a 
big papier mache white rabbit. 
spoon in hand. A white cabinet 
held other specimens of the glass, 
and same was likewise disposed 
about the floor. Ferns were used 
for decorations and another white 
rabbit helped to accentuate the 
Easter atmosphere. 





The Dresslar Hardware Co., Los Angeles, featured glassware in this 
display. the Easter touch being supplied by the large white rabbits. 
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CRYSTAL 


Sell ROYAL BLUE 
a a 
Smart LIGHT GREEN 
RED 






LIGHT BLUE 


Color 
Schemes 


ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS DIVISION 









ORCHID 
YELLOW 
ORANGE 
IVORY 
BLACK 
TRANSPARENT GREEN 



















i | “TEGCO” GLASS KNOBS AND 
PULLS add an attractive color note. A complete line of 
twelve attractive colors with chromium metal tops, self- 
adjustable to any wood thickness. 





“TEGCO” Glass Knobs and Pulls are big sellers at 10¢ 
and 20¢ respectively. Write for schedule of discounts, and 


information. 


TECHNICAL GLASS COMPANY INC. 


2050 E. 481TH Street, Los ANGELES, CALIF. 





EASTERN DISTRIBUTORS: TECHNICAL HARDWARE MFG. CO. 
297-303 Mercer Street, New York, N. Y. 


“ ack, Always A 
» PROFIT- 
QMAKER 


because it’s always “in Season” 


"BLACK LEAF 40's" Many Uses Keep tt QANS and PAILS 


in Constant Demand 


Every day throughout the year there are thousands of drug 
store customers who need and are buying “Black Leaf 40” 
for one or more of its many uses. It is these many uses, as 
well as “Black Leaf 40’s” efficiency in killing insects, that 
make it a year ’round best seller. Every person who cares 
for a garden, owns fruit trees, poultry or 
livestock, or who has shrubbery to protect 
from marauding dogs, has need for this, the 
universal insecticide. 

























for QUALITY . . . quar- 
anteed to outlast 3 to 5 
ordinary cans. 


Ask your jobber or write 
for complete details and 
catalog. 





Advertised in Nearly 4000 Periodicals 


Nearly 4000 newspapers and magazines are 
being used to help you to greater profits by 
selling “Black Leaf 40.” Be sure your stock 
is complete and your display material in good 
shape. If not, check with your jobber. 


C/ICOTINE SULPHATE 


ae 6 Manan enone RPOISONS 
oo ed 
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WITT CORNICE CO. 


CINCINNATI, OHIO 














MORE 


BUSINESS 


AND 


PROFIT 








Unica offers the widest 
range of high grade pliers and 
wrenches in the world, allow- 
ing you to stock such numbers 
as move promptly and profit- 
ably in your community. 

Display Panel furnished FREE with 


order for tools that move in 
your community. 


UTICA 


DROP FORGE & TOOL 


ee} a te) 7 -Ware), | 
UTICA > NEW YORK 





| Why We Should Be Thankful That 


We Are in the Hardware Business 


(Continued from page 73) 


was burned to a crisp. I could 
see no future in western Kansas, 
so I wrote Mr. Simmons and 
asked him for another territory. 
He transferred me to Colorado, 
and how different it was selling 
goods to the mining trade. Colo- 
rado was booming. Orders were 
large. The retailers were all mak- 
ing money. So I wrote back to 
my friend King and asked him 
to let me get him a good location 
in Colorado. Then he could either 
sell out or move his stock to 
Colorado. I told him how much 
easier it would be to make money. 
I. E. replied that he liked Logan. 
He liked the people there. He 
was making a living. They now 
had a fine bouncing baby boy. 
The air was good. He just didn’t 
care to come to Colorado. 

So the years passed, and all 
these years I have kept in touch 
with E. I. King. He is now an 
old man. A year or two ago | 
met him at a hardware conven- 
tion in Kansas City. Out of that 
little retail store he has built 
himself a nice home. He has 
bought a farm. He has raised 
several children. Some of his 
sons are in the business, others 
are running a garage. These sons 
have turned out well, and E.I. 
has a number of grandchildren. 
I consider him one of the most 
successful men I have ever known. 

If you have a reasonably good 
hardware business, in a good loca- 
tion, in a good town, and if this 
business has supported you and 
your family, you have greater 
security than almost any other 
man in the world. No millionaire 
at the head of any great manu- 
facturing business has your se- 
curity. The reason he has not is 
because of the changes that have 
taken place in business in this 
country, new inventions, new laws 
and all that. A great business 
may go to pieces in just a few 
years. I have seen this happen 
to many that were considered al- 
most impregnable. 

The other day a hardware re- 
tailer in Iowa sent me a copy of 


a magazine called The Metal 
Worker, dated July 26, 1890. At 
that time this was one of the 
greatest trade papers in the coun- 
try. It was owned by the late 
David Williams, who later owned 
The Iron Age and HaRpWaRE AGE. 
I turned through the pages of this 
magazine and found them full of 
advertisements. Most of the adver- 
tisers were stove concerns. But 
the thing that impressed me most 
was the fact that 90 per cent of 
these concerns who were leaders 
at that time are now out of busi- 
ness and many of them are entire- 
ly forgotten by the present gen- 
eration. What has happened to 
the families that owned these con- 
cerns I do not know. Probably 
if it were known it would be a 
very sad story. 


Hardware Necessities 


Most things in the hardware 
business are necessities. Every 
hardware business has what | call 
a “backbone.” Many lines of 
business I know are _ luxuries. 
They have no backbones. In 
times of prosperity they prosper. 
In times of depression they go 
broke. What I mean by a “back- 
bone” in a business is enough 
staple items that are bought in 
good times and bad to pay the 
expenses of the business in bad 
times. Then when prosperous 
times come the business having a 
“backbone” sells luxuries that pay 
better profits and if the dealer is 
a prudent, careful man he can 
accumulate enough surplus in 
these good years to carry him 
over the bad ones. 

I know that many in this audi- 
ence will think: “This sounds very 
nice, but there have been times 
when we have been terribly hard 
up.” Well, I want to tell you 
that those times were good for 
you. They were good for your 
soul. They kept your feet on the 
ground. You were compelled to 
hold down expenses, and even in 
bad years there were often accu- 
mulations of assets, although these 
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An improved shape of head enabling the jaws 
to grip the nut on four sides instead of two as 
heretofore. This Double Grip improvement and the 
Streamline design can be supplied by Barcalo only. 

Seven sizes with openings from 5/16” and 
13/32” to 15/16” and 1”. Finish Steel Grey with 
Bright Ends and raised panel. Steady profitable 
sellers. Attractive counter and window displays 
supplied free of charge. 


Also other Wrenches, Pliers, Tinners’ Snips, 
Screw Drivers, Hammers, Tool Kits, Wrench Sets, 
Punches and Chisels. 


Your Jobber will supply you. 


BARCALO MANUFACTURING CO. 


BUFFALO, N. Y. 








Whats in THIS PADLOCK 


BESIDES THE KEY ? 


All padlocks look alike on the outside but what about the 
vital part, the INSIDE? 

Examine the inside of a CHICAGO PADLOCK and you'll under- 
stand why CHICAGO PADLOCKS insure POWERFUL POS!I- 
TIVE PROTECTION. Built on an entirely new principle. 


] Double action 
locking princi- 
ple locks BOTH 
sides of shackle. 
Revolving cam 
throws bolt in other 
side of shackle. 

3.No rivets or seams. 

4 Hardened steel shackle. 


5 Made in three popular sizes. 


CHICAGO LOCK CO. 


2024 N. RACINE AVE. “GTUAL 
CHICAGO @® — ILLINOIS 
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VISIBLE|‘QUALITY 


YOU OWE IT TO YOUR CUSTOMERS TO GIVE 
THEM HOLLAND STERILIZED TACKS IN MODERN 
ATTRACTIVE CELLOPHANE WINDOW BOXES. 


THE HOLLAND MFG. COMPANY 





BALTIMORE. MD.. U.S.A 
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Highly finished 
house numbers 
embossed _ in 
brass or alumi- 
num are 
easy to 
sell. All 
sizes rang- “o 
ing from % 
inch to 6 
inches. Send GY 
for catalog. 


Pana: Badieh 








Div o7 of Chisholm: Ruder Co. 
; b ay Q ts 


EVEN SHERLOCK 
HOLMES COULD 
NOT LOCATE 


ar Wyatt wi) Ul 





Load, “Im sure 


its a door 

















And no wonder! There's no visible evi- 
dence to indicate the presence of a hinge— 
an exclusive and POWERFUL talking 
point. 
But it doesn’t take a Sherlock Holmes to 
uncover the profits—for we help you main- 
tain a constant turnover. 
Write for catalog. 

SOSS MANUFACTURING CO. 

648 E. First Ave., Roselle, N. J. 


The ideal hinge every kind 


for casement and folding 
window, % and secret 
doors of panels. 


G 
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assets frequently were in goods. 
That was a good thing, too, be- 
cause if you happened to be 
struck with the idea that you were 
rich, you could not spend your 
money foolishly. You could not 
spend it because you could not get 
it out of your business. 

The hardware business is not 
one of styles and fashions. You 
don’t have white stockings one 
year and black ones the next. 
You don’t have long gloves one 
year and short ones the next. You 
don’t have long skirts one year 
and short ones the next. You are 
not subject to styles in colors. 
The hardware business is a staple 
business. 


Many business men, a surpris- 


| ingly large number who have ac- 


cumulated cash, and this is espe- 
cially true of men who have lived 
on large salaries, have had poor 
relations that came and borrowed 
their money away from them. 
Many of these loans were never 


| returned. But a hardware man, 


not having much cash, could not 
contribute to those poor relations. 
and so he saved his assets. I can 
remember when I traveled out 
west many young farmers went 
into the hardware business. I sold 
many opening stocks. These young 
farmers, while they were accus- 
tomed to farming tools, were not 
hardware men, but with the as- 
sistance of the traveling salesmen 
of those days these men made their 
living out of the hardware busi- 
ness while they were learning it. 
It was in those, days that I 
learned the principle that has 
stuck to me all my business life. 
This is that the main thing in 
any business is not the extra 5 
per cent at which the goods are 
bought, but the fact that the right 
kind of goods are bought in the 
right quantities. If you will go 
into any retail hardware store 
today you will find there will not 
be a variation of 5 per cent in 
the cost of their goods, but fre- 
quently there is a variation in the 
value of their stock of 25 to 30 
per cent because one dealer has 
been more careful in the selection 
of his goods than another. I be- 
lieve this fact is fundamental in 
business. Look out for the very 
small and the very large sizes 
of everything. Probably today 25 





There is Always 
a Market for 
Stewart Products 


Progressive hardware men will do 
well to investigate the liberal dealer 
plan offered by Stewart. An oppor- 
tunity to increase profits through the 
sale of Iron and Chain Link Wire 
Fence and Entrance Gates, Lawn Fur- 
niture. Interior and 

Exterior Railings, 

Bracket and Pier 
Lanterns, Folding 
Chairs, Stable Fit- py 









namental Iron and ' 
Wire Products and 
kindred metal specialties. 
You invest nothing and 
you are not required to 
carry any stock. Write 
today for full details of this outstand- 
ing Stewart offer. This places you 
under no obligation whatever. 


NCES 


The Stewart Iron Works Co., Inc. 
537 Stewart Block 
CINCINNATI — OHIO 
“Weeld'’s Createst Fence Builders Since 1886" 








‘etter 


Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
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Look for the Arm and Hammer 











This is the complete 
line of pipe cutters 
that provides every 







standard type that misses no. sales. 
“Drop Forged’’, ‘‘Combination’’, ‘‘Saunders 
Type’’ and ‘‘Barnes Type’’, each is an im- 


proved pipe cutter with hardened steel pins 
and rollers and many other design and material 
features that add to strength and tool life. All 
come with ARMSTRONG BROS. Knife Blade Cut- 
ter wheels of special Vanadium Steel, heat treated, 
oil tempered and rust-proofed with heavy cadmium 
plate. No other wheels can cut faster or more 
easily, or give such complete satisfaction, and 
build business like these do. 

ARMSTRONG BROS. Knife Blade Cutter Wheels are 
available on beautiful stock display boards that provide 
wheels for all standard make cutters. 

Write for catalog B-35 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., Chicago, U. S. A. 
Eastern Warehouse and Sales: 
199 Lafayette St., New York 
San Francisco London 








nttoducing— 
THE NEW SUPER-SAFETY 
Model “C” 


PRESSURE 
COOKER 


It’s the 
vance ever 


ad- 


in 


biggest 
made 
pressure cooker design 
- +. easier to sell be- 
cause of the many new 


exclusive features .. . 
write today for “Model 
C folder’. 

















PRESSURE COOKER 


Department 9 
EAU CLAIRE, WISCONSIN 
TITRE | TE 
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per cent of the entire inventories 


| of the United States in all lines 
| of business have little or no turn- 


over because they consist of the 
very large and the very small 
sizes. 

In hardware in all of its de- 
partments well as in hats, 


as 


| clothes, shoes and everything else. 


it is the medium sizes that are the 
best You cannot over- 
stock on medium sizes. but look 
out for the others. 


sellers. 


So as the years have passed, | 
have watched my retail hardware 


| friends live comfortably, have sta- 


bility and contentment as long as 


they have stuck to the retail hard- | 


ware business. On the other hand, | 


of them have forgotten 


some 


Benjamin Franklin’s saying which | 


was: “If you will take care of 


the shop, the shop will take care | 


of you.” These men have gone 
into speculative investments. They 
have had the great American fail- 
ing of biting off more than they 
can chew. They have put up in 
anticipation larger stores than 


they needed. They have bought 


| expensive lots. They have placed 
| mortgages on their places. They 


have gotten into the hands of the 


| bankers, and for this reason they 


| have 


come to grief. Another 
trouble I have noticed with retail 


| hardware men is that they have 


failed to see that a certain sized 
business can only produce certain 
profits. They have failed to see, 


| when they attempt to force a busi- 


ness to greater profits than it can 
produce, that the result is always 


| losses. 


So, after all, 





in this talk of | 


mine I am simply preaching the | 


same old precepts of frugality 


that are the basis of almost all | 


business success and happiness. 


Now if I still have not convinced | 


you that you should thank God 


you are in the retail hardware | 


business, let me suggest, for in- 


stance, that having been very suc- | 


cessful in your business, and hav- 
ing accumulated $50,000 in assets, 
you sold out ten years ago for 
cash. Suppose you took this cash 
and said to yourself, like the man 


in the Bible: 


and I will live on the interest. I 
have worked hard, and I am en- 
titled to rest for the balance of 


“Now I will take | 
_ mine ease. I will invest my money | 





HORMODIN “A” 


Makes Both Cuttings 


and Profits 
Grow Faster 





New pfofits are available for you if you 
tell customers how to propagate plant 
cuttings with Hormodin “A’’—the root- 
forming chemical. Hormodin assures 
quicker and better rooting of cuttings 
in higher percentages than ever before 
possible. The treatment is simple and 
costs only a fraction of a cent per cutting. 

Hormodin builds steady, profitable 
repeat sales. Write today for complete 
information, descriptive literature and 
counter display. 


MERCK &CO.Inc. RAHWAY,N. J. 
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NEE nce the Gren 

















... because 


THE WEEDLE 
NEEDLES WEEDS! 


New, patented weed killer—handles like a 
cane. Thumb-touch automatic control in- 
jects killing fluid to heart of weed. No 
squatting—no stooping. Makes weed kill- 
ing a sport—kills the weed—saves the grass. 
Sturdy construction—simple to use. Double- 
profit opportunity— 
par ty -_ ae 
sale of commerc 
CARTER LEVER-SPRAY| 004 killer. Order 
HOSE NOZZLE gives) THE WELEDLE 


better sprinkling with} from your jobber 











NOW! Jobbers: 
less water. Stock if!) Write at once tor 
details. 





CARTER PRODUCTS CORP. 
702 Front Ave., Cleveland, Ohio 








Better 
than ever! 





BLAKE & LAMB 
for 1938 


Steel Traps made and 
priced to meet and beat 
any form of competition! 


And Consistently Doing It 








THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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my life.” You may have in- 
vested your money in the best 
bonds and stocks, what they call 
in Wall Street “blue chip” securi- 
ties. You may have bought some 
foreign securities, some German 
and South American bonds. The 
bankers may have told you that 
these government securities were 
absolutely safe. Now if you had 
picked out some 25 stocks and 
bonds and bought $2,000 of each, 
selecting the very best on the list, 
today you would find that at least 
half your investment is gone. In 
fact, you would be very lucky to 
have half. Your German bonds, 
your South American securities, 
your utility bonds, many of your 
best American stocks, are not now 
worth 50 cents on the dollar. The 
investor in this country in the 
past ten years has been worked 
for the greatest sucker on earth. 
He has been exploited and rack- 
eteered in a thousand different 
ways. 

But those hardware dealers 
who had $50,000 in their busi- 
nesses ten years ago and who 
have stuck to this business, while 
they may have suffered some de- 
preciation in stock, as a rule are 
better off today than they were 
ten years ago. 

No doubt after my having told 
you how thankful you should be 
you are in the hardware business 
you will expect from me some sug- 
gestions, and I am going to touch 
upon some thoughts I have that 
I believe will help the retail hard- 
ware dealers of the country. In 
the first place, after an era in 
which the little man seemed to be 
getting the worst of it now the 
little man is getting the breaks. | 
refer to the Patman Law, the 
Tydings-Miller Law, the fair trade 
laws. All these things protect the 
little man and help him in his 
business. But, after all, the little 
man must help himself, too. 

As an individual store in your 
community you cannot accomplish 
very much in the way of organiza- 
tion. I believe in every town 
there should be cooperation not 
only between dealers in one line 
of business in a town, but also 
between dealers in different lines 
of business. I believe in group 
effort. But there is one point I 
wish to give you about groups. 


This even applies to associations. 
There are certain kinds of people 
who are not fit to belong to a 
group or an association. They are 
the selfish class of dealers who 
seek to obtain unfair advantages 
for themselves. All of you know 
this class. When you form your 
groups do not try to take them 
in and expect them to cooperate 
with you. Some men do not know 
what cooperation means. They 
never cooperate. They will sim- 
ply sit in your meetings and stab 
you in the back. Therefore, I 
believe that these local groups 
should be limited to the best, most 
intelligent and most fair-minded 
dealers. 


The Women’s Trade 


Then there is the women’s trade. 
The hardware dealers have not 
probed the possibilities of getting 
this very large market. As I have 
written in my articles, there are 
10,000,000 women in this country 
spending two-and-a-half hours a 
day each in shopping. The wo- 
men buy 80 per cent of every- 
thing that is used in the home. 
This is a field that the hardware 
dealers have let get away from 
them. You should put in your 
time and thought studying how to 
get the women’s trade, and one of 
the best ways to learn how is to 
talk to the women of your com- 
munity about it. 

Another thing I believe is that 
the retail dealer should not stay 
all the time in his store and wait 
for the trade to come to his place. 
Go out and call on your custom- 
ers, and if you cannot go your- 
self, hire some man or woman to 
go out for you. 

Another thing of the greatest 
importance is the instruction of 
your clerks. Many a buyer and 
head man of the store gets all the 
selling points from the jobbers’ or 
manufacturers’ salesmen, but they 
never tell the clerks. Why not 
make the salesmen come at night 
and instruct your clerks? 

In conclusion here is another 
thought—if you have a first class 
man as your understudy in your 
business, look out for him. Al- 
most every right-hand man in a 
retail hardware store eventually 
leaves his employer and goes into 
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THEY Dig up 


BUSINESS 





STRONGER MADE out of 
hefty 18 gauge steel 








BETTER LOOKING with long 
shanks and hardwood handles 





SMARTER FINISHED in 
green baked enamel 
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FASTER SELLING because 
made to sell at popular price 


Order from your wholesaler and 
put them to work out in front. 


ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PENNA. 


TRUMP canven TOOLS 


A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 























One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
sturdy malleable iron pincers with 


to slip. The— 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 


Will stretch 


woven wire. 


fence as well as to any other. 
plain, twisted, barbed or 


wooden handle or lever is fitted with | 


Serrated Steel Grips warranted not | 


Stretches woven wire with a large mesh | 


better than most stretchers made espe- 
cially for it. Also ideal 
bands and wire on large shipping boxes, 
crates and_ bales. 


Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 
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for tightening | 


Send for Folder and | 


business for himself, often taking 
a lot of business with him. The 
only way to hold these men is to 
fix up a way for them to share 
in the profits of your business. 


* * * 


So, the above is substantially 
the talk I made to the retail hard- 
ware dealers of West Virginia, at 
the Greenbrier Hotel, White Sul- 
phur Springs, West Virginia, on 
Feb. 22, Washington’s Birthday. 
I have seldom enjoyed a hardware 
convention more than this one. 
The West Virginians are certainly 
a friendly, cheerful lot. I noticed 
particularly that there was very 
little said at the convention about 
the recession or the depression. I 
also noticed that these dealers 
were well dressed and that their 
wives were well dressed. 

Altogether I must say I was 
very much impressed with the 
West Virginia convention, but in 
concluding this article, I must 
tell a little true story, and I do 
not think it will be necessary for 
me to dwell upon its moral. Be- 
fore I spoke at the convention, as 
I have developed into something 
of a nut on the subject of wo- 
man’s business, I was asked to 
address a number of ladies at- 
tending the convention in a sepa- 
rate hall. This was a new experi- 
ence. The meeting consisted of 
the wives and sweethearts of hard- 
ware retailers, hardware manufac- 
turers, hardware wholesalers and 
hardware salesmen. There was 
quite a gathering, and I never 
had a more appreciative audience. 
After this meeting, I took the oc- 
casion to ask quite a number of 
these 1 adies—understand they 
were wives, relatives and sweet- 
hearts of hardware men—how 
often they visited a retail hard- 
ware store in buying the hardware 
for their homes. Their answers 
were illuminating. Fully 75 per 
cent of the ladies present stated 
frankly that they seldom visited 
a hardware store, but bought most 
of their hardware from depart- 
ment stores and chain stores. I 
will just suggest that the hard- 
ware retailers, hardware salesmen. 
hardware manufacturers and hard- 
ware wholesalers start a campaign 
to educate their wives to buy hard- 
hardware stores. 
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AGRICULTURAL CHEMICALS 
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e For better crop protection 
Du Pont chemists are con- 
stantly working to aid the 
farmer. New products, harm- 
less to beneficial plants and 
animal life, but destructive to 
insects are being tested in 
laboratory and field. 

GRASSELLI Spray Products 
now on the market include a 
full line of insecticides and 
fungicides packaged in con- 
venient sized bags and attrac- 
tive one pound cans. 


Order your stock of GRAS- 
SELLI Spray Products today. 
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GRASSELLI Arsenate of Lead 
NuREXFORM Arsenateof Lead 
Lime Sulfur Solution 

Dry Lime Sulfur 

Calcium Arsenate 

DUTOX, a fluorine insecticide 


SULFORON, a wettable 
sulfur 


Flotation Sulfur Paste 
GRASSELLI Wettable Sulfur 
GRASSELLISpreader-Sticker 
Bordeaux Mixture 

Cryolite 

Nicotine Sulfate 

Dormant and Summer Oils 
Copper Oxy-Chloride 











E. I. DU PONT DE NEMOURS 
& COMPANY, INC. 


GRASSELLI CHEMICALS DEPT. 
Wilmington, Delaware 
Branches in Principal Cities 
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One Big Profit-Maker 
One and Only ‘‘One-Spot”’ 


Only Flea Killer 
You Need in Stock 


@ One-Spot is Flea-Enemy No. 1. No Won- 
der. One Application in only One Spot on 
the Back of the Animal and in 24 Hours— 
not a flea remains alive. Effective for days. 
(Harmless to 




















SS ». Pets and 
NS — Children.) 
Guaranteed 

by Goo 
¢ H ousekeep- 
i s Adver- 
One: pot tised There- 

Flea Killer in. 

One Big 

National 
wi: KILLS LICE ANT cg Advertising 
H BEDBUGS Campaign 

in 25 

National 

Magazines 
* 

Also Kills STOCK UP 


tice Ants Aphids Bedbugs and Greet the 
Crab Lice Leaf Hoppers 
Cabbage Worms 
Mexican Bean Beetles Potato Bugs 


Moth Larvae 


Big Massed 
Display 


One-Spot Co., Elkridge, Maryland 


Warehouses in Principal Markets 


GOW 


AIRPLANES 
Gas-Powered Model Kits. 
ing Models. Detail and Scale 
Models. Solid Models retailing 
at 10¢ to $16.50. 


AIRPLANE AND BOAT 
MODEL KITS 


Fly- 


M 










© 

SHIP MODEL KITS 
Liners, Windjammers, Yachts 
MODEL SPEED BCATS, 0-Gauge 
Freight Cars, Ready-Made Parts 

Supplies. 

MEGOW’S, 
Howard & Oxford Sts., Philadelphia, Pa 
7 N. Desplaines St., Chicago 
718 Mission, San Francisco 
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The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hathaway Street, Boston, Mass. 


tus 








Horse & Mule 
Shoes 


Hand puddied 
bar iron and 
iron rivets 


& 
THE BURDEN IRON COMPANY 
Established 1809 
TROY, N. Y. 
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Coming Conventions | 


and Events 


Alabama, The Retail 
Assn. of, exhibition and meeting, June 
7-9, 1938, at the Gay Teague Hotel, 
Montgomery, Ala. J. H. Crowe, 410 N. 
2lst St., Birmingham, Ala., secretary. 


American Hardware Manufac- 
turers Assn. and Southern Hardware 
Jobbers Assn., April 11-14, 1938, at the 
Peabody Hotel, Memphis. Tenn. Sec- 
retary, manufacturers association, C. F. 


Rockwell, 342 Madison Ave., New York 


| City. Secretary, jobbers association, T. 


| W. McAllister, 1020 Grant Bldg.. 


Fleas with One | 





| secretary 


At- 
lanta, Ga. 


Carolinas, The Hardware Assn. 


| of, convention, June 14-16, 1938, at the 


Jefferson Hotel, Columbia, S. C. Arthur 
R. Craig, 407-11 Commercial Bank 
Bldg., Charlotte, N. C.,  secretary- 
treasurer. 


Eastern Hardware Golf Assn., 


| fourth annual tournament, May 19-21, 


1938, at Buckwood Inn, Shawnee 
the Delaware, Pa. H. L. Gilliam, 50 
Church St., New York City, secretary. 


on 


New York Housewares Mfrs. 
Assn. show, July 10-16, 1938, at Hotel 
Pennsylvania, New York City. Execu- 
tive-secretary, Flo English, Hotel Penn- 
sylvania, New York. 


Southern Hardware Jobbers Assn. 
and American Hardware Manufacturers 
Assn., April 11-14, 1938, at the Peabody 
Hotel, Memphis, Tenn. Secretary, job- 
bers association, T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga. 
retary, manufacturers association, C. F. 
Rockwell, 342 Madison Ave., New York 
City. 


Sec- 


Texas Wholesale Hardware Assn. an- 
nual meeting. June 17-18, 1938, at 
Buccaneer Hotel, Galveston, Tex. O. H. 
Mann, Higginbotham-Pearlstone Hdwe. 
Co., Dallas, Tex., is president of the 
association. 


Toy Fair, April 25 to May 7 at the 
Hotel McAlpin and the Toy Centre, 
200 Fifth Ave., New York City. H. D. 
Clark, Toy Manufacturers of the 
U. S. A., 200 Fifth Ave., is director of 
the Fair. 


Triple Convention of the Southern 
Supply & Machinery Distributors Assn., 
the American Supply & Machinery 
Manufacturers Assn., the National Sup- 
ply and Machinery Distributors Assn., 
May 9-11, 1938, at the Hotel William 
Penn, Pittsburgh, Pa. Alvin M. Smith, 
Smith-Courtney Co., Richmond, 
of Southern Assn.; R. K. 


| Hanson, 916 Clark St., Pittsburgh, sec- 


retary, American Assn., and H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., secretary, National Assn. 
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DENISTON 





‘“‘Lead Seal’? NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! .. . 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 








50°. —To Distributors —50°o 


Sell guaranteed Masterlite .= 
American made. Fully 
guaranteed for 1000 hours. 


Write at once for catalog 
and proposition 


THE MASTERLITE CO. 


Dept. GC53. 110 E. 23rd St., N. Y. 
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MOLE-NOTS 


A safe, sanitary, economical food 
that rids lawns and gardens of 
moles. Ready to use. No danger- 
ous gases. Also kills Gophers, Field 
Mice and Field Rats. Garden size— 


Retails at 25c 


Larger sizes: $1.00 to 
$10.00. Sold on Money 
Back Guarantee. Ask your 
Jobber or write us 
Also — Roach-Nots, Rat- 


Nots, Mouse - Nots and 

Ant-“*X"’. 

NOTT MFG. CO. 
Water St. 


275 
New York City, N. Y. 











QUIT LOSING PAINT SALES 
TO COMPETITION 


Sell IDEAL paints. The complete 
low priced line of guaranteed 
paints, enamels and varnishes. 


Write direct to us for samples and prices. 


JOHN R. WATSON PAINT CO. 
3103 Beaubien St. 


DETROIT, MICH. 








SESAMEE 


Keyless Locks 
No Dial 
Write for Booklet 


The Sesamee Co. 
Hartford, Conn. 
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to mention that 
you saw it in— 
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Bezioon 


Air Dried Full Strength 
In clear Spruce 


Safe, Light, Strong 


All Ladders full sized 
stock. Hand made to 
the height of quality in 
every detail. 


Berane! \ 


for Every Purpose 
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Extension 


Fruit Single 

















Priced 
in 
line 
to 
meet 


competition 


WRITE 





Vieter 





Mechanic 


W. W. BABCOCK CO., Bath, N. Y. 














Handy Hose Hanger 


A simple,. practical and inexpen- 
sive hanger for lawn and garden 
- hose. Can be hung in basement, 
garage or any other suitable place. 


Ys Holds 75 Feet of Garden Hose 


and keeps it in good condition. Made of heavy steel 
13” wide and 13” high. Finished in durable grass 
green enamel. Write for literature and trade prices. 


Ohio Stove Pipe & Mfg. Co. 
2104 WOODLAND AVE., CLEVELAND, OHIO 














“The Classified Section 
of Hardware Cige % Che 
Opportuncty Exchange 
of the Hardware “rade 


See Pages 106-107 
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| tractive HELLER ; 
| Within sight and easy reach, it will 


| Learn the details about HELLER’'S 
| recent new developments 








There are great PROT, ossibilities 
in the TD && Wl Mine of 
ATHLETIC EQUIPMENT 


"The Lucky Dog Kind™ 


BASEBALL +» SOFTBALL TENNIS GOLF 
FOOTBALL - BASKETBALL - BOXING - TRACK 
SOCCER BALL - VOLLEY BALL - BADMINTON 


(Waete YOUR JOBBER FOR 
COMPLETE INFORMATION- 
IF YOU DO NOT KNOW 
NAME OF JOBBER IN 
YOUR TERRITORY, WRITE 
US DIRECT.’ 


THE DRAPER-MAYNARD CO. 


400 YORK STREET CINCINNATI, OHIO 
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YOUR STORE 


YOUR SALES! 


CONSULT HELLER! 


We offer hardware dealers everywhere 
the most beautiful, finely constructed 
line of hardware store fixtures and 
equipment ever presented. By dis- -.,: 
playing your merchandise in the at- * 
manner, placed 






stimulate greater buying. 


NEW 1938 FEATURES! 


NEWLY DESIGNED LINE! 
Shelving and wall fixtures, dis- 
play tables, nail bins, counters, 
screw bolt and drill cases, boxes 


in modern 
store equipment based on 45 years’ 
experience in Se and eco- 
nomical p of t ds of suc- 
cessful stores throughout the world, 


QUALITY FIXTURES AT LOW 
PRICES! 





and drawers, sample holders, 
etc. All pictured in folder sent 
FREE! 









Although _ RmseR's tee SEND FOR FREE 
store equipment embodies nest 

craftsmanship built to produce FRE ILLUSTRATED 
greater customer buying, it is FOLDER NOW 
available at surprisingly low 

prices and on a time payment t 
basis. Jt will pay to investigate WRITE TODAY! 
at once. 

THE BEST 


HARDWARE SHELVING 
IN THE WORLD 


W.C.HELLER & 


fz 20 Vesey St. 238 Bryant St. 
pec eel & New York City Montpelier, Ohio 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned. state 
that you secured your information from the Hard- 
ware Age Directory Number. 


The “Who Makes It?”’ issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Montgomery, W. Va.: Who makes 
a radio pillow speaker suitable for 
hospitals and sanitariums?—Fudge 
Hardware Co. 

ANSWER: The Brush Develop- 
ment Co., 3315 Perkins Ave.. Cleve- 
land, Ohio. 

* a * 

Sherman, Texas: Who makes 
marine or diving goggles ?—-Scheurer 
Bros. Hdwe. Co. 

ANSWER: H. S. Cover, 1934 
Chippeua St., South Bend, Ind. 

* * * 

Ottumwa, Ia.: Who makes the 
Miller steel safety ladder?—Haw 
Hdwe. Co. 

ANSWER: American Ladder Co., 
3700 W. 38th St., Chicago, Tl. 

* x * 

Philadelphia, Pa.: Who makes 
the Black Silk metal polish?— 
Falls Hdwe. Co., Inc. 

ANSWER: J. L. Prescott Co., 
Passaic, N. J. 

K * * 

Glen Cove, L. I.: Who makes the 
Bostitch stapling machine ?—Charles 
of Glen Cove. 
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ANSWER: Bostitch Sales Co.. 
East Greenwich, R. I. 


* * * 


Canton, Ohio: Who makes the 


Holmen in-a-door bed ?— Booth Hdwe. 
Co. 


ANSWER: Holmes Mfg. Co., 1811 
N. Johnston St., Los Angeles. Calif. 


* * * 


Reading, Pa.: Who makes ar- 
tificial food for electric refrigerator 
displays?—-Bright & Co. 

ANSWER: Imitation Food Dis- 
play Co., 107 Lawrence St., Brook- 
lyn, N. Y. 


* * * 

Florence, S. C.: Who makes the 
Uno shade holders, used on key 
sockets ?—Schofield Hdwe. Co. 

ANSWER: Bryant Electric Co., 
1934 Weaver Ave., Bridgeport, Conn. 

* x * 

Philadelphia, Pa.: Where can we 

obtain screw boxes for threading 


wooden handles?—Samson Supply 
Co. 


ANSWER: H. Boker & Co., 
Duane & B’way., New York, N. Y. 


* 2 


New Rochelle, N. Y.: Who makes 
the Birdseye electric lamps?— 
Charles Librett. 


ANSWER: Birdseye Electric Co., 
100 E. 42nd Street, New York, N. Y. 


oe @€@ © 


Racine, Wis.: Who makes the 
Rimac  flexstone _files?——Sixteenth 
Street Paint & Hdwe. Store. 

ANSWER: Rinck-Mcllwaine, Inc., 
16 Hudson Street, New York, N. Y. 


* * * 


Brooklyn, N. Y.: Where can we 
obtain the Leonard nursery spade? 
—G. Kramer & Son. 


ANSWER: A. M. Leonard & Son, 
Piqua, Ohio. 
* * * 
Cimarron, New Mexico: Who 
makes the Brunton pocket-transits? 
Cimarron Mercantile Co. 
ANSWER: Wm. Ainsworth & 


Sons, Inc., Denver, Colo. 
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@ Leading builders everywhere are using more 
Kees Metal Siding Corners now than ever be- 
fore. They save plenty time and labor. No 
sawing siding to exact length—no mitering—no 
corner strips. Take a tip. Keep a ready stock 
on hand, and get your share of this constantly in- 
creasing demand. 

@ Send for FREE samples, and the 
new KEES 1938 Builders Hardware 
and Hardware Specialties catalog. 


F. D. KEES MFG. CO. 


Box K-& (Est. 1874) Beatrice, Nebraska l) 


Distributed Thru Wholesale Hardware Trade KEES 














The items below are 
all big sellers 





SLIDING DOOR HANGEKS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 


DOOR LATCHE 
HARDWARE Jc 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
EETS all the specifications of isnesaneaaied 
exacting builders. Acomplete leprosy 
line; modern in design and built of SASH LIFTS 
the finest materials. 
A catalog presenting the facts 
awaits your request. 











National Manufacturing Co. 
STERLING *. ILLINOIS —J 
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JK G | (im Re 
TORCHES — FIREPOTS 
SINCE 1871 


RECOGNIZED QUALITY 
PLEASING PRICES 


No. 150—(Illustrated) low priced, pol- 
lished tank, massive burner, safety pump, 
smart appearance. 


Stocked by Leading Jobbers 


¢ JHE TURNER BRASSWORK )} 


400 Park Ave., Sycamore, Iil., U. S. A. 
Plumbers’ and Tinners' Fire Pots, Camp Stoves, Gasoline Lanterns, Lamps, etc 




















To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
3% 


the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 

















' THE McCORMICK SALES CO., BALTIMORE, MD. 


THE NEW 1938 GARDEX CATALOGUE 


now shows a complete line of 
modern ‘“Soil-Flow’’? farm and 
garden tools that will bring you 
more business and greater profits 
than ever before. 

The GARDEX “Soil-Flow’’ 
pulling principle banishes back- 
breaking labor from garden and 
field and saves your customers at least four 


hours’ work out of every five. 

Saving this time and labor will make real 
friends out of your customers. Other dealers 
have found this true and have increased their 
tool business 2 to 5 times over their former 
business. 

Write today for this FREE catalogue. It 
will help you make more money. 


GARDEX, INC. F. J. Wolf, Pres. 
Box 10. @ MICHIGAN CITY, IND. 
























KNOWN QUALITY Means Easy Sales 


Satisfied Customers 


SHARK BRAND CHISELS || 






are made in 
Sweden from | 
finest Charcoal Steel. 
Sturdy and well made. 
Discriminating workmen ap- 
preciate their known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 


Beware 
of 


Imitations 


@ Stocked by leading jobbers, or write @ 
SANDVIK SAW & TOOL CORPORATION 


47 Warren St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 
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FAULTLESS 


DOUBLE BALL BEARING 


CASTERS 


86% more BALL BEARINGS 
+ Gear Resale Value 


FAULTLESS CASTER CORPORATION 







EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 













Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words. 7 00 
Each additional word....... -06 
Positions Wanted 
(Special Rate) set solid, maximum, 
MEE don eden dedcecccnsedesec -50 
Each additional word .............. 01 


Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One inch 
Each additional inch 








DISCOUNTS FOR CONSECUTIVE 


INSERTIONS 


4 insertions, 10% off; 8 insertions 15% off. 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise- 
ments. 


—_~e— 

REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 

—_~eo— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 








15 days previous to date of publication. 


Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers' Salesmen, Retailers and Retail Salesmen 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 
—  @— 
Address your correspondence and replies to 
HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 






































ASSISTANT TRADE 
SALES MANAGER 


Assistant to Director of Trade Sales 
wanted for leading Paint Manufacturer, 
25 miles from New York City. Excellent 
opportunity for man who knows how to 
handle salesmen and secure results. 

The man we want must be a good sales- 
man himself, with a successful record sell- 
ing to Paint Jobbers and Dealers. In ad- 
dition, he must be able to direct the 
activities of salesmen, know how to work 
with them in the field, and help them close 
orders. He should have a following among 
jobbers and dealers in the East and South. 

Compensation—salary commensurate 
with ability and experience. 

No application considered unless full 
details are given regarding experience, 
age, salary received, and reasons for leav- 
ing each position. 

Address Box C-928, HARDWARE AGE 
239 W. 39th St., N. Y. City 

















































WANTED: YOUNG UNMARRIED MAN 
NOT over twenty-seven who has full knowledge of 
hardware buying and retailing. Also familiar with 





sales promotion of appliances, such as ranges, 
washers and refrigeration. Address Box C-936, 
care of Harpware Acer, 239 W. 39th St., N. Y. 
City. 

WANTED—A MAN EXPERIENCED IN 
general hardware and paint establishment. Must 


of builders’ hardware line. 
Also able in arranging store and window displays. 
State age, experience and salary expected. Store 
located in Connecticut. Address Box C-940, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


have good knowledge 

















PATENT FOR SALE 


This patent is entitled ‘‘An Improvement in 
Latches.’’ Extremely simple and substantial. 
The elimination of all complicated mecha- 
nism cuts cost of production and installation 
by at least one-third. Latch bolt can be 
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MERCHANDISE 





WANTED—I BUY FOR 


cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 


me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 

FOR SALE: MONEY- MAKING, STRICTLY 
modern, well-established hardware store in grow- 
ing section of Los Angeles. Low rent, big turn- 
over. Owner retiring due to ill health. Medium 
size, clean stock. Great opportunity for a genuine 
merchandiser. For details apply 1026 Rives Strong 
Bldg., Los Angeles, Calif. 

NEED MONEY? WILL BUY 
ware, tools, leather goods, electric supplies, job- 
bers’ surpluses, discontinued items; also com- 
plete hardware, furniture, general merchandise 
Write us what 
asked. Address 
Okla. 














LOTS hard- 


stocks priced on close-out basis. 
you wish to dispose of and price 
Stewart & White, 


Rox 815, Enid, 


‘4 





SALESMEN CALLING ON HARDWARE 
AND chain store trade outside New York City, 
to sell a high quality, low-priced fire extinguisher. 
Attractive commission. Address Consolidated Fire 
Extinguisher Co., Inc., 174 Centre St., N. Y. 
City. 

A PROMINENT LOCK MANUFACTURER 
seeks representation in West Virginia and est- 
ern Pennsylvania on commission basis. Give 
complete information about yourself and what you 
are at present selling. Address Box C-913, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


WANTED-—-SALESMAN FOR NEW YORK 
state with experience with wholesalers and de- 
partment stores in large trade centers, for a line 
of housewares well and favorably known to the 
trade. Address Box C-941, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 

SOMETHING NEW! GENUINE LITHO- 
GRAPHED DECAL ttransfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com- 




















mission, steady repeats. Samples on request. Ad- 
dress—Raleo Decaleo, HA—1305, Washington 
Street. Boston, Mass. 








SALESMAN: TO ESTABLISH LIVE DEAL- 
ERS, new-principle Electric Fence. Nothing else 
like it. Supported by farm paper advertising. 
Liberal commission to salesman, good profit for 
dealer. Write for details. Give full particulars 
lines now handled, territory covered and time you 
can give this line. Address Box C-943, care of 
Harpwarr Acr. 239 W. 39th St.. N. Y. City. 

DISTRIBUTORS — CAPABLE OF HAN- 
DLING DISTRIBU TION of LA-MAC’O the 
superior, all-purpose adhesive now available to 
retail trade in 25¢ tube. Also bulk cement to In- 


pont Creme 2 Sanaa an eres, dustrial trade for making or mending purposes. 
Address Box C-929, care of HARDWARE AGE, Exclusive territory, full credit for repeat business. 
239 W. 39th St., N. Y. City Write fully in strict confidence. Address: Lamac 

Process Company, Adhesive Dept., Erie, Penna. 
















FOR SALE—GOING HARDWARE AND mill 
supply business in small New England industrial 
center. A great opportunity for one who cares 
to expand. Inventory $30,000. Fixtures $2,500. 
Low rental. Owner has good reasons for selling. 
Replies strictly confidential. Address Box C-904, 
= of Harpware Acez, 239 W. 39th St., N. Y. 
ity. 
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MANUFACTURER OF PAINT BRUSHES 
WANTS experienced sideline salesmen, commis- 
sion basis, in Kansas. Nebraska, South Dakota, 
Arkansas. Kentucky, Tennessee, Mississipni, Ala- 
bama and Georgia. Only men with a following 
who are willing to work need apply. Solicit 
hardware, paint, lumber and department store 
trade. Address Box C-922. care of Harnwarr 
Acr, 239 W. 39th St., N. ¥. C 


ity. 























SALESMEN 


A new sales policy by Rolls Razor, 
Inc., offers exceptional opportunity to 
five capable, experienced, aggressive 
salesmen. The product is the Rolls 
Razor retailing for $10 and up through 
drug, department, hardware, jewelry 
and cutlery stores. This razor has 
been approved by millions of users 
since its introduction in 1928. To the 
men able to meet our rigid require- 
ments we offer the following territo- 
ries exclusively: Ohio and Eastern 
Michigan; Western Michigan, Indi- 
ana, Kentucky and Tennessee; Mis- 
souri, Kansas and Nebraska; Colorado 
and Wyoming; West Virginia, Vir- 
ginia, North Carolina and South Caro- 
lina. Straight commission, payable 
monthly. There will be no advances 
or drawing account. We want men 
with confidence in their ability to sell 
and work hard. Write in detail to 
A. K. Trout, General Sales Manager, 
Rolls Razor, Inc., 305 East 45th Street, 
New York. 











SALESMEN CALLING ON HARDWARE, 
PAINT and Wallpaper Stores, Lumber Yards, 
etc., to carry a complete line of Paints and Var- 


nishes. Exclusive territories open. Liberal com- 
mission. Address 20th Century Paint & Varnish 
Corp., 30 Roebling St., Brooklyn, N 





FACTORY REPRESENTATIVE WANTED, 
RESPONSIBLE, CALLING on retail hardware, 
plumbing and department store trade, to sell fast- 
selling Superior toilet tank ball. This ball carries 
a 10-year guarantee. State territory now covered, 
products represented and approximate number of 
accounts. Commission basis. Address Superior 
Tank Ball Co., 529 Merchants Road, Rochester, 
|. i # 





A WONDERFUL OPPORTUNITY FOR 
SALES agents and dealers, following the hard- 
ware, electrical and Venetian Blind trade, etc., 
to market oyr Anchor Super Fibre Expansion 


Plugs, Fluted Drills and Tool Holders. Mechanics’ 
choice for secure anchorage. Attractive proposi- 
tion. Write for Samples and Information to 
Anchor Sales Corporation, 148 Chambers St., 
N City. 





SALES REPRESENTATIVES WANTED BY 


OLD established firm manufacturing builders’ 
hardw are and overhead door hardware. Experi- 
ence in track and hanger line desirable. Openings 


in New York, Pennsylvania, New England, Michi- 
gan, Kansas and Nebraska. Good commissions 
for experienced men in this line. Address Box 
C-938, care of Harpware Ace, 239 W. 39th St.. 
N. Y. City. 





REPRESENTATIVES WANTED—NOW AL. 
LOTING TERRITORY to distributors and sales- 
men for the sensational Ever Ready Solder. 
(Not a liquid cement). Handsomely carded. A 
corking sideline for live salesmen. Good repeater. 
Preference given men who can carry and distribute 
short stock. Detail territory, lines handled, etc.. 
in first letter. Full cooperation. Address Austern. 


29 East 22nd St., New York City. 
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SALESMAN EXCELLENT 
NITY FOR THOROUGHLY —— hard 
ware man. Represent large progressive i. Ms Tus. 
ber of nationally advertised lines of Hardware, 
Housefurnishings, Electrical and Plumbing items. 
Territory open in Brooklyn, Long Island, New 
Jersey, Westchester and Connecticut. All active 
territories and accounts. Drawing against commis- 
Address Box C-934, care of Harpware AGE, 
39th St., N. Y. City. 


sion. 


239 W. 











MANUFACTURER'S REPRESENTATIVE 
CALLING ON JOBBERS in ten central states 
desires lines on commission basis; best of refer- 
ences. Address Box C-932, Fg of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 

AMBITIOUS YOUNG MAN WISHES TG 
contact several reputable manufacturers desirous 
of direct factory representation to hardware ac- 
counts throughout Connecticut and New England. 
Address Box C-935, care of Harpware Ace, 239 








W. 39th St., N. Y. City. ae Ae 
PREMIUM LINES OF HOUSEHOLD 
GOODS, electrical appliances, sporting goods, 


toys, floor coverings, cutlery, etc., wanted by ex- 
perienced man calling on this trade in Ohio, W. 
Va., Kentucky and Indiana. Please send all par- 
ticulars and pictures in first letter. Address 
Box C-892, care of Harpware AGE, 239 W. 39th 
Se. N. ¥. Cite. 


MANUFACTURERS’ REPRESENTATIVE 
ELEVEN YEARS DESIRES one additional line. 
Yale Sheff Graduate. Cover wholesale hardware, 
mill supply and utility companies, New England, 
Metropolitan New York and State. Handle tool 
and safety equipment lines. If you want good 
representation in these fields, address Box C-937, 
care of Harpware AGE, 239 W. 39th St., N. Y. 

ity. 


EXPERIENCED MANUFACTURERS’ REP- 
RESENTATIVE MIDDLE WEST with car and 
home office. Can handle one or two additional 
lines capable of volume to hardware jobbers and 
large dealers. Trade contacts of twenty years. 
Exclusive territory, commission basis, paying own 
traveling expenses. Unusual opportunity to secure 
first class depresentation at small expense. Ad- 
dress Box C-939, care of Harpware Ace, 239 W. 
9th St.. N. Y. City. 
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OPPORTU. | 


Address—Ralph Coffin, 1934—7th Ave., Seattle. | 
Washington. __ 7 a 

HARDWARE MAN WITH 15 YEARS’ ex- | 
| perience in retail hardware desires position with 





_.. Poritiows Wanted = | 








PURCHASING AGENT HAVING SYNDT. 
CATE AND Jobbing buying experience of Hard- 
ware, Mill Supplies, General Merchandise, etc.. 
desires position with reliable company; can supply 


excellent reference. Address Box C-923, care ot 
Harpware Ace, 239 W. 39th St., N. Y. City. 
H ARDWARE CLERK, 37 YEARS OF AGE 


nine years’ experience as ‘stock and shipping clerk 
wants a position of any kind. Very willing and 
conscientious worker. Will work on free trial to 
prove my worth if given chance for a steady job. 





responsible firm. Can sell, arrange and have done 


some managing. Prefer Ohio or Michigan. Best 
of references as to honesty and experience. Ad- 
dress Box C-933, care of Harpware AGr, 239 W. 


39th St., N.Y. City. 


HARDW ARE MAN, MARRIED, 12 years’ 
experience in Shey moog poe nes we aod door 
check repairs, builders’ hardware, tools, janitor 
and plumbing supplies and garden tools, wishes 
position with large retail or wholesale hardware 
house in Metropolitan territory. Address Box 
C-927, care of Harpware AGE, 239 W. 39th St., 
N. ¥. City. 

~ HARDWARE MARRIED, 12 
YEARS’ EXPERIENCE in retail hardware, 
paints, and housefurnishings. Can make keys. 
Employed at present. Wishes position with retail 
or wholesale firm where there is an opportunity 
for advancement. Strong and_ healthy Not 
afraid of hard work. Address Box C914, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


HARDWARE MAN—35 YEARS OF age— 
good education—18 years’ experience, desires con- 
nection large retailer, builders’ hardware, blue 
print. schedule, detail, factory mill supply, indus 
trial equipment, complete control purchases, sales, 
management, can locate within 100 miles of New 
York City, excellent references. Address Box 
C-869, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 

YOUNG MAN, AGE 29, WITH 15 years’ ex- 
perience in retail hardware and paint line desires 
position with firm where there is a definite oppor- 


MAN, 37, 








tunity. Seven years as manager. Employed at 
present but desires an opportunity to make good 
with a business as he would his own. Best of 
references. Single, can locate anywhere in U. S. 
Address Box C-944, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 














Hardware Personnel 


Our files contain applications of several hundred 
experienced and = trained employees in the 
hardware industri 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 

WIS. 7-1802, 1803 











BUILDERS’ HARDWARE ENGINE 
COMPETENT ON architect’s plans and spe ca 
tions, estimating, scheduling, template work, all 
details, any size job. Capable Buyer and Man- 
ager, Builders’ Hardware Department. Figured 
Russwin, Corbin, Reading, Schlage and familiar 
most other lines Seeks position with reputable 
dealer or distributor. Address Box C-930, care of 
HarpwareE AGE, 239 W. 39th St., N. Y. City. 


MACHINIST, ALL AROUND TOOL DIE 
miuker, lathe, milling machine, grinder, shaper, 
and bench work, Can read blueprints. Over 
twenty years’ experience. Capable of accurate 
production, also jobbing work. Seek position 
where good workmanship and loyalty is an asset. 








Can furnish bond or security for responsible posi- 
tion. References furnished. Am also open for a 
proposition. Address Box C-942, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 





FIGHT CHAIN STORE COMPETITION! 
FORMER manager leading national chain store, 
hardware department, trained in modern sales 
promotion methods, merchandising, buying con 
trol, store arrangement and display, advertising 
and personnel problems desires connection with 
independent dealer who is up against chain com- 
petition and wants to fight it. Address Box C-931, 
care of Harpware Ace, 239 W. 39th St., N. Y: 
City. 

YOUNG MAN, 29 YEARS OF AGE, wi with 15 
years’ experience selling retail hardware and 
paint lines, desires position as traveling salesman 
with jobber or manufacturer. Have never sold on 
road. Would like to contact firm to train me for 
selling in any territory in United States. Salary 
hasis or possibly combination salary and commis- 
sion with all traveling expenses paid under either 
arrangement. Best of references. Address Box 
C-919. care of Harpware Ace, 239 W. 39th St.. 
m..%. Cle. 
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Hardware Age. 


Which Classification 
Are You Interested In? 


Whether you want to buy or sell a paying hardware 
business—or seek dependable sales representatives—or 
contact some desirable accounts — or secure a good 
position in the hardware trade—or need help for your 
expanding business—or wish to market a worthy prod- 
uct — use the Classified Opportunities Section 


of 


Your advertisement in this section will put you in touch 
with the particular “CLASS” you want to reach. Year 
after year Hardware Age has led its field in both the 
volume and results of its classified advertising. It enjoys 
the confidence and following of the hardware trade. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, 


A.B.C.—Charter Member—A.B.P. Inc. 


New York, N. Y. 
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Simplex Mfg. Co. 
Smith, Inc., 
Smoot- Holman Company 
Soss Mfg. Co 
Stanco Distributors, Inc. ....... - 
Standard Electric Mfg. Corp..... 
Stanley Rule & Level Plant .. 
Stanley Works, The 
Star Heel Plate Co. ...... ba. = 
Stearns & Co., E. 
Stensgaard & Asso., Inc. » WE. 
Stevens Arms Co., J., div 
Savage Arms Corp. 
Stewart Iron Works Co., 
The ca 
Sun-Glo Lamp Works, Inc. Lewes 
Swift & Co. (Vigoro) 








= 


Taylor, Lowenstein & ~ (i = 
Technical Glass Co., Inc. .....- 95 
— in-One “a Co. Div. of The 
Boyle Co. ......--++.-:; a 
adnan By- Re EE & Chemical 
Corp., Ine. 
Toro Mfg. Corp. 
Townsend, B. W. 
Toy Mfrs. of U.S.A.........--- 
Trico Fuse Mfg Co. 
Triplex Screw Co., The. 
Tucker Duck & Rubber Co.. 
Turner Brass Works, The 
Turner Day & Woolworth Handle 
Co 





Union Fork & Hoe Co., 

Union Hardware Co. 

United States Electric Mfg. Corp. 

United Stove Co. 

= States Rubber Products. 
In 


U. 3. ” Steel Corp. 
Utica Drop Forge & Tool Corp... 


Vv 


Vaughan & Bushnell Mfg. Co.. 76 
Vaughan Novelty Mfg. Co., Inc.. 
Victor Electric Products, Inc.. 
Vichek Tool Co., The.......---. 


w 


Wabash Appliance Corp. 
Wall Rope Works 
Warren Tool Corp. ..ccc-.cc00s 
Warwood Tool Co. 
Washburn Co., The 
Watson Paint Co., John R.. 
Westinghouse Electric & Mite. 
Wickwire Brothers . 
Wickwire Spencer Steel Co. 

Winchester Repeating Arms Co. 
Witt Cornice Co. 
Wood Shovel & Tool Co.. 
Woodruff & — F. 
Wooster Brush C 
Wright Steel & ‘Wire Co., G. 


“Co 
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Brood 
Roman 








| 


y 
Yale & Towne Mfg. Co., The.... 3 
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b) ure, we farmers 


spend plenty of money 
for metal building 
products 


MILCOoR, Farm Building 


Products help you get your 
share of this profitable business 





One source of supply — five plants — 


one big, complete, varied line . .. . 


a 





There's real money for you in Milcor Farm Building Products i i Hi iia) MA 

— feature them to get extra business from the farmer. For there A A AT 

is a place on every farm for these products. Units of the complete MiLGO 
One farmer needs a new stock tank; another is building a hog Line of Farm Building Products 


house. Milcor’s dependable, high-quality line and prompt serv- 
ice help you get this business, and win farmers’ recommend- 
ations to their friends. 

So it pays to concentrate on Milcor, getting everything you need 
from one source. Five big Milcor plants are stocked and ready 
to ship your order without delay. And when the order arrives 
you know every item in it is exactly right. 


















Milcor furnishes you with colorful, sales-producing dealer helps. Milcor Round-end Stock Watering Tonks 
See your Milcor Price List for these and for detailed description Of No. 20 Gauge corrugated galvanized sheet steel. 

. ’ ° . ° Will not warp or crack — easy to move and clean. 
of the line. If you haven't a price list, write for one today. 


~ wd . Milcor One-Piece 
® Roofing and Siding A Pape 5 Galvanized Feed- 


ing Troughs 


© ar Se i bP NE ata aay Single piece, heavily 

uipme ; * galvanized after form 

MILCOR: STEEL: COMPANY ., mene ciel a 
MILWAUKEE, WISCONSIN CANTON, OHIO reproot Bullding resisting. Rolled edges 


Chicago, Il. Kansas City,Mo. La Crosse, Wis. Materials Milcor Hog House prevent injury to stock. 
® Heating Equipment Window Sea 
Made either stationary or wa hy, 
with easily-operated it 
ventilating attachment. 
Frame 27” x 3312”. 





Milcor Barn 
Ventilator 
Used with or with- 
out complete ven- 
tilating system. 
Suited to dairies 

and cream- 
eries. Re- 


quires no 
attention. 
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A razor you can 
really recommend! 


Hardware men are keen judges of pre- 
cision tools. That's why they like 
the Rolls Razor with its beautifully 
hollow-ground blade of hand-forged , 
Sheffield steel. The semi-automatic 
strop and hone keeps the one blade 
sharp for along, long time. Thousands 
purchased in 1928.are still in use. Re- 
tail prices start at $10—which means 
a profit in dollars for you! 

May we send our salesman? Write 

Dept. HA3, ROLLS RAZOR, Inc., 
305 East 45th Street, New York. 


ROLLS RAZOR 


Concen- 


trate on the Bos- 
ton line. A complete, 
well-balanced combina- 
tion of seven standard 
nationally known brands. 
Meeting every need at every 
price. Each brand a leader. [ 


The BOSTON Line 
of GARDEN } 











handsome, #" 
jaced. Itis 


etal disp ; jon -+* 
m a that it t attracts attent 
so comp# a hand. Yeti forgetful cus- 
than your Ope pt reminder to si] send you 
serves 35 a comets Your jobber bas 


- a aet © 
of MOORE Posh: ome 

“ H-PIN 
ne . ss st., PHILA., PA. 











Genuit°NQMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


40c SET -10c SET - 10c SET SAVE FURNITURE 
\P" & FLOORS-CREATE QUIET 


Name ‘Domes of Silence’’ 
on each genuine Glide. 














Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, Cement and Bathroom Floors. 


Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 





TAKE A LOOK! 


8 PAGES 


BERNARD 


PLIERS — PUNCHES 


NIPPERS—PRUNERS 
and other SPECIAL 

11T¥ ~ 20): 1@)) 2 (0]10) &) 

a in the July 29th 

DIRECTORY ISSUE 


Efe, 
Puy 


fd HARDWARE AGE 
Also includes 


BARGAIN SALES UNITS 
The WM. SCHOLLHORN CO. 


416 CHAPEL ST NEW HAVEN, CONN. 















( 








IT’S GOOD 
BUSINESS 


TO SELL GOOD 
BRUSHES 


























> C FUSES 


THE COLOR TELLS THE SIZE 


PROFITS 


The all-colored shock-proof top— 

the color-banded carton and the 

attractive 7-color display box are 

“Plus Values” that SELL. And 

that's more profit for you. 

Ask your Jobber for COLORTOPS 
Write for Sample 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 











Stock and Profit with 


“G & B” QUALITY Products 


Gaune POULTRY NETTING 


STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEA ” 


Gé RL 
“ACME” ELECTRO GALVANIZED 


QUALITY PAINTED BLACK 
Provucts COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Sstadlished 1818. America’s Oldest Woven Wire Factory-Manufecturors 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gaug 


es 
New York City Georgetown, Conn. Blue Island, 111. Kansas City, Me. 
San Francisco 
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A Genurne DUItH OVEN’RANGE 


MADE TO ORDER FOR 1938 


This year will reward merchants and manufac- 
turers who promptly meet the demand for spe- 
cialty merchandise at attractive prices—products 
that show improvements and new features—that 
revitalize the buying urge and build volume sales 
and profits for Dealers. 


In the Range business, Globe continues to set the 
pace. Now — it's a NEW Line of Coal-Wood 
“Dutch Oven” Ranges to retail from $69.50 (with 
customer’s old range) to $159.50. The usual 
margin of Dealer Profit is maintained on every 
model. 











Think of the retail sales power in this All Enamel 
Range with oversize cooking top; an 18” x 19” 
full porcelain oven; extra large firebox; choice of 
Model No. 3 with AUTOMATIC CONTROL automatic or manual control; rock wool in- 
6 sulated for retained heat (“Dutch Oven”) 
cooking—to retail at prices beginning at 
only $69.50. 


kK —— 





A Complete Line of “Dutch 
Oven” Ranges to Retail 
From $69.50 to $159.50 


There's a “Dutch Oven” Range for every 





— fuel—in automatic or manual control—every 
one a profit maker for the Dealer. Backed 


2 
oe 
) by a sales and advertising plan that will 
ciel build volume business for you. Write for the 
details today. 


GLOBE STOVE & RANGE COMPANY 


Division of Globe-American Corp., Kokomo, Indiana 

















1843-Sygpigicns MWETY-FIVE YEARS OF HONORABLE SERVICE-1958 





No. DEO 344 B 
HAY FORK 





No.DEO 44/4 
MANURE 
FORK 


H andles are 
Choice Straight 
Grained White 
Ash, Waxed, 
Polished and Pro- 
tected by Indivi- 
dual Paper Bags. 


No.DEBI4 g 
GARDEN 
RAKE 


\ 
(nn \S 


No. DESMO8 
HANDLED COTTON 
HOE 


Vi S> 


Tf 


Packed with Unusual Care - Open up Bright 
Clean and Attractive - Are Easy to Sell, 


wa 


Fy MEG 


f i, DIAMOND EDGE 


High Grade Tool Steel is Used Through - 


out the DIAMOWD EDGE Line. The Tools 
are Forged, Tempered and Finished to 


Give the Greatest Service in their Intended 
Use. 


No. DEOLD 
SPADING FORK 





OUR STEEL GOODS STOCK 
IS COMPLEFRE 





ASK OUR SALESMAN 
TO SHOW YOU 
OUR 
FULL LINE am 


Ka 


if ¢ 


A 


No. DEAOI34/, 
HEADER FORK 


No. DE2 PF 
CULTIVATOR 
AND 
WEEDING 
HOE 





In Driving the 
Handles, Extra 
Care is Taken to 
See that the Strain 
in Use will Bear 
Properly Against 
the Grain. 


i [ommn 8) a COT — 
GARDEN OR FIELD 
HOE 











“Quatity Counts” 4sk THe User-Try X\ SAMPLE 





“DIAMOND EDGE 1S_A QUALITY PLEDGE” 


Shapleigh National Series No. 1782 
ft YY ® 
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